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2PREFACE
As a new product, the electronic digital watch was imported
from the U.S.A. to Hong Kong in 1973. It remained unpopular for
about two years because of its high price, at least HK$3,000
(US$600). It was not until May 1975 when a massive promotion
campaign was launched by a local manufacturer that people began to
know about the existence of digital watches in Hong Kong. Since then,
many new manufacturers have entered the digital watch market. At
present, the three main suppliers of digital watches to Hong Kong in
decreasing order of importance are the U.S.A., Hong Kong and Japan.
The U.S. watches, mainly LED (Light Emitting Diode) displays are
relatively expensive and priced above HK$500 (US$100). Hong Kong
produces cheap LED watches, priced about HK$130 (US$26) while Japan
concentrates on LCD (Liquid Crystal Display) watches which are sold
for at least HK$600 (US$120). Switzerland, relatively late in
joining the "electronic" race, provides only four brands out of more
than forty different brands of digital watches.
The future of digital watches is uncertain. Marketing
experience shows that four out of every five new products are failures.
Furthermore, since most digital watch makers are electronic manu-
facturers, they lack experience in the watch business. It is the
purpose of this thesis to study consumer acceptance, retailer reaction,
market potential, market forecast and the influence of the outcome
of digital watches on mechanical watches. The study consists of
three parts:
(1) a survey of consumers, confined to 154 citizens of Hong Kong
(2) retailers' survey, in which twenty interviewees were selected
and
(3) manufacturers' survey, in which three respondents were inter-
viewed.
Hopefully the problems encountered and opportunities available in
marketing digital watches can be identified and revealed.
Finally, it must be remembered that the study is neither
complete nor exhaustive but serves only as a guide for those who are
interested in marketing electronic digital watches in Hong Kong.
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1lo O INTRODUCTION
101 Objective of the Study
As a new product, the electronic digital watch was first
marketed in Hong Kong in 1973. A large number of people were unaware
of its existence until May 1975 when an aggressive advertising
compaign was launched by Collins Precision Co. Common to all con-
sumer products, problems emerge in the new product introduction
stage. These problems are related to the product itself, the promo-
tion method, pricing and the channel of distribution. On the other
hand, opportunities also exist for a new product. It is the purpose
of this thesis to reveal problems related to the marketing of
electronic digital watches to final consumers and retailers and to
identify market opportunities available to manufacturers.
Specifically, the objectives include:
1. Consumer acceptance-- the extent to which consumers will accept
electronic digital watches.
2. Market potential-- the maximum dollar or unit sales of digital
watches available to all firms within a specified period of time.
3. Retailer reactions-- actions taken by retailers in maintenance
and repair service of digital watches, pricing, terms of payment
to manufacturers, wholesalers or sole agents, and the impact on
the sales of mechanical watches.
1+. The future of the watch market-- this is, a question of great
concern to watch manufacturers. Whether mechanical watches or
2
digital watches will dominate the market, depends on consumer
acceptance of digital watches and efforts of manufacturers in
designing reliable, multi-function and cheap digital watches
through research and development. Consumer preferences for LED
(light emitting diode display) and LCD (liquid crystal display)
are also considered.
5. Recommendations-- manufacturers of digital watches are advised
of product policy, maintenance and repair service, channel of
distribution, pricing, promotion and cooperation among themselves.
Since electronic digital watches create a threat to the
existing market of mechanical watches, the possible impact of digital
watches on mechanical watches is carefully examined. It is hoped
that this thesis will provide those who are interested in marketing
electronic digital watches with an insight into the prevailing
problems and available opportunities within the Hong Kong electronic
digital watch market.
1.2 Scope
There are many types of watches. It is known that electronic
watches can be controlled by a balance-spring, tuning-fork or quartz.
In this thesis, the term watch is defined as an electronic wrist-
watch controlled by quartz or, in other words, the electronic digital
(wrist-) watch namely the LED (light-emitting display) and LCD (liquid-
crystal display). The potential customers of electronic digital
watches in Hong Kong are local citizens, tourists, smugglers, export
agents, wholesalers, sole agents and retailers. Actually all users
of mechanical watches are potential customers of electronic digital
3
watches. Although the sales to tourists are significant, it is
difficult to obtain a representative sample of tourists because
their arrivals fluctuate each month. In addition, tourists of
different nationalities do have language problems and it is meaning-
less to interview only the English-speaking tourists. Smugglers of
watches to south-eastern Asian countries cannot be neglected as
most of them buy several-- perhaps up to twenty watches-- each
time they visit Hong Kong. However, the number. of smugglers and the
frequency of their arrivals in Hong Kong cannot be traced. About
ninety percent of electronic digital watches produced in Hong Kong
are exported.' As there are no separate import figures for electronic
digital watches as there are for both mechanical watches and electronic
digital watches, only a rough estimate of the. export figure for the
electronic digital watches can be obtained. Therefore, only local
it izens were considered for interviews as final consumers. In
addition, retailers and manufacturers were included in the study.
1.3 Structure of Thesis
The thesis consists of six chapters. Chapter One states the
objective of the study, its scope and the structure of the thesis.
Chapter Two briefly reviews the Hong Kong watch market, discusses the
electronic digital watch as a new product in Hong Kong and why problems
are encountered in marketing electronic digital watches. The assess-
ment of marketing opportunities and the competition between the
mechanical watch and electronic digital watch are also provided.
1 This percent is a rough estimate given by manufacturers
of electronic digital watches in Hong Knncr_
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Chapter Three specifies the design and structure of questionnaires
used, the sampling design, method of data collection, sources of
secondary data and the method employed in the analysis of data.
Chapters Four and Five deal with analysis of data. Primary data
obtained with questionnaires through personal interviews were cross-
tabulated with computer packages and then analyzed to reveal problems
and to identify opportunities in the marketing of electronic digital
watches. Finally, Chapter Six is devoted to the conclusions arising
from the study. Recommendations are also included.
2.0 A GENERAL CONSIDERATION OF ELECTRONIC
DIGITAL WATCHES IN HONG KONG
2.1 Brief Review of the Hong Kong Watch Market
There are over eighty brands of mechanical watches being
marketed in Hong Kong. The lowest retail prices vary from as low
as HK$18 (US$3.60) for a Hong Kong-made plastic watch to as high as
over HK$4.000 (US$800) for a Swiss-made Patek Philip. It was not
until 1973 that electronic digital watches were first imported to
Hong Kong from the U.S.A. By the end of 1975, there were more than
thirty brands of electronic digital watches available.1 The imported
watches are typically more costly than those manufactured in Hong
Kong. The current highest retail price for electronic digital watches
is HK$3,000 for Omega and the lowest price is HK$128 for Collins
Precision. There are four major segments of customers for watches:
(a) local citizens, (b) tourists, (c) foreign importers and (d)
smugglers. In 1974 the annual trade figures for the watch industry
were HK$695,000,000 for imports, HK$362,500,000 for exports, and
HK$504,900,000 for re-exports.2
It was not until May 1975 that people had become aware of
electronic digital watches. This awareness was developed primarily
1 The writer found out that there were at least thirty four
brands of elhctronic digital watches for sale in Tsimshatsui, Cause-
way Bay and Central District in August 1975.
2 Hong Kong, Census Statistics Department, Ho ng_Korl_Trade
Statistics, Jan.-Dec., 1974 (Hong Kong: Government Printer, 1975)
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through advertisements on television, radio and the newspapers.
Among Collins Precision, Orient, Seiko, Omega and Citizen, Collins
Precision had the greatest expenditure in advertising.
At present, the sale of electronic digital watches is in-
creasing rapidly, capturing nearly ten percent of the market share.l
However, the future of the electronic digital watch is uncertain
since it is a new product. Perhaps, in the next five to ten years,
the electronic digital watch will dominate the. watch market while
the mechanical watch will be less of a factor.
2.2- Electronic Digital Watch as
New Product in Hong Kong
Structurally, the earlier watches were all mechanical. They
were either non-automatic or automatic (self-winding). The first
electronic watch was made in 1955• In 1960 Bulova Watch Co. invented
Accoutron, an electronic watch with a tuning fork powdered by a
tiny cell with an accuracy of ±4 minutes monthly. In 1972 electronic
watches controlled by quartz (electronic digital watch) first appeared
in the U.S. market. One year later, in 1973, electronic digital
watches were imported to Hong Kong. At that time, the retail prices
of electronic digital watches were very high, usually over HK$2,000.
Consequently, sales were poor and electronic digital watches continued
to be unpopular. In 1974, Hong Kong was able to produce electronic
digital watches with imported modules. At that time. the lwet
I The derivation of the market share of electronic digital
watches is shown on Section 5.3 of Chapter Five, p. 53.
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retail price was over HK$400. Suprisingly, by the end of 1975, the
lowest retail price was HK$128 for the same watch. There is a chance
that prices of electronic digital watches will decrease further.
In the past two years the electronic calculator industry in
Hong Kong has been on the decline. With shrinking profits, and severe
competition, most electronic manufacturers gradually switched to the
assembling of electronic digital watches. This was feasible since
the electronic digital watch module possesses a structure Similar to
that of an electronic calculator. In addition, watch cases and watch
bands are readily available locally as Hong Kong is a major producer
of mechanical watches. With a plentiful supply of skillful labour
at low wage rates, Hong Kong suddenly has become one of the major-
producers of electronic digital watches.
An electronic digital watch is a minature solid-state ccmputer.
Unlike conventional mechanical watches, it has no springs, no wheels,
no gears, no levers, no hands, nor any other components which move or
could wear out. A tiny encapsuled quartz crystal, powered by two
inexpensive cells provides the precise oscillation frequency (32,768
per second) that gives the incredible accuracy of ±60 seconds annually.
There are two modes of display of time for an electronic digital watch.
They are LCD (liquid crystal display) and LED (light emitting diode
display). However, it is difficult to maintain the quality standards
of LCD display which has a lifespan of only two years. Furthermore,
the liquid quartz is too sensitive to temperature and leaks easily.
LED displays time when its button is pressed. LED needs more energy
to display time while LCD takes less. Unfortunately, LCD is not light
emitting and therefore invisible in the dark. At present, the color
8of light from LED is red. It is hoped that a more welcomed green
light will be available for LED two years from now.
Both LED and LCD watches are available in Hong Kong. Some
customers prefer LED while others prefer LCD. However, the price
of the LED is much lower than that of the LCD.
In addition to Hong Kong, other primary suppliers of electronic
digital watches to Hong Kong are the U.S.A., Japan and Switzerland.
A list of brands of electronic digital watches.and their countries
of production is shown in Table 2.1.
BRANDS OF ELECTRONIC DIGITAL WATCHES
AND COUNTRIES OF PRODUCTION
Hong Kong Japan Switzerland 6. A.
Argentronic Casio* Bulova Armitron
Centron Cit izen* Girard Digit ime
PerregauxCollins International EWT















Noth:* indicates LCD the rest are LEDs
Source: The above list was compiled from visits
to watch retailers in Tsimshatsui,
Causeway Bay and Sheung Wan.
92.3 Problems Are Encountered in the Marketing
of Electronic Digital Watches
.in Hong Kong
As a new product, the electronic digital watch competes with
the mechanical watch. These watches are different structurally.
The electronic digital watch has an electronic circuit powered by
tiny cells and a quartz crystal while the mechanical watch has
balance wheels, gears, springs, levers, hands and needs lubrication.
Functionally, the mechanical watch is only a timepiece and does not
possess other uses while the electronic digital watch is not only a
timepiece but also a wrist instrument which can measure the wearer's
temperature or pulse, or perform the function of a calculator. In
terms of accuracy, an electronic digital watch has an accuracy of ±5
seconds monthly while a mechanical watch is accurate up to ±l minute
monthly. Superseding the mechanical watch both in accuracy and in
number of functions performed, the electronic digital watch should
theoretically be more appealing to consumers. However, the electronic
digital watch has an entirely different mode of time display with
digits. This is conceptually new to the majority of people in Hong
Kong. It also has an electronic structure which is new to retailers
of mechanical watches. Therefore, problems due to consumers' acceptance
and retailers' reaction are bound to exist. Furthermore, there may
be some other problems which can only be identified through research.
2.4 Assessment of Marketing Opportunities
The function of assessing marketing opportunities involves
identifying company goals and analyzing profit opportunities.
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Operationally, this function centers on the delineation of potential
and actual customers. Continuous assessment assures that companies
will be dynamic in their marketing and production operations.
Companies can also identify the challenges and problems facing them
so that they are better prepared to meet changing market opportunit ies.1
The core of business policy requires top management to
assemble the inputs which enable them to recognize present and poten-
tial customer needs. Management must also understand the effects of
the company's present strengths and limiat ions upon future production
which satisfies.customers. Opportunities exist for the company when
resources are available to profitably satisfy present market demand
or to cultivate and control future demand. The assessment of oppor-
tunity requires that knowledge resources become integrated by re-
cognizing customer want satisfaction. The relationships between
these activities are indicated in Figure 2.1.2
Eugene J. Kelly, Marketing Planning and Competitive
Strategy (New Jersey: Prentice-Hall, Inc., 1972), p. 35.
2 Ibid.
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At present, the electronic digital watch can be treated as
a variation of the mechanical watch or purely as an electronic pro-
duct. If consumers continue to prefer mechanical watches, both
mechanical watches and electronic digital watches will be produced.
If mechanical watch manufacturers realize that the electronic
digital watch supersedes the mechanical watch in accuracy, number
of functions performed, method and cost of production and so on, they
may switch to the production of electronic digital watches only. In
other words, all mechanical watches may completely be eliminated
from the market. This is a question of great concern to most mechani-
cal watch manufacturers, especially the Swiss manufacturers. It is
hoped that the assessment of market opportunities of electronic
digital watches will assist mechanical watch manufacturers in planning
their product development and assist electronic digital watch manu-
facturers in formulating their marketing uroorams.
25 Impact of the Electronic Digital Watch
on Mechanical Watch
The electronic digital watch can be regarded as purely an
electronic product when it is produced by an electronic manufacturer
or as a variation in structure and style of a mechanical watch when
it is produced by a mechanical watch producer using electronic
technology. The production of an electronic digital watch requires
advanced electronic technology. The U.S.A. plays a leading role in
this industry. The pioneers in the production of electronic digital
watches may have the ambition to eliminate the mechanical watches
and capture the entire watch market. With imrrn,rarl
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technology through research and development, the production cost
of electronic digital watches will gradually be lowered. A
situation will then exist where it will be too expensive to produce
mechanical watches. Will the mechanical watch makers switch their
entire production to electronic digital watches? The answer to
this question is determined by the type of watches which consumers
prefer. This can only be found through research.
In this Chapter, the Hong Kong watch market has been dis-
cussed. With the introduction of the electronic digital watch as
a new product, problems such as repair and maintenance service,
retailers' reactions and many others exist. In order to assist
Tnanufacturers in planning their marketing activities, marketing
opportunities have to be assessed. Finally the competition between
the mechanical watch and electronic digital watch is discussed. In
the next Chapter, the methodology used in identifying problems and
revealing opportunities will be discussed.
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3.0 METHODOLOGY
The importance of identifying problems and assessing oppor-
tunities in marketing electronic digital watches has been described
in the last chapter. In this chapter, the development of question-
naires used in personal interviews will be discussed. With the
questionnaire method, the time and the cost needed for each interview
can be reduced. Moreover, the questionnaire is versatile.
3.1 Design and Structure of QuestionnaireE
Two sets of structured questionnaires were designed: one
set (Appendix A) was for consumers and the other (Appendix B) was for
retailers. A guideline for in-depth interviews with manufacturers
was also prepared (Appendix C). Before the actual survey, the two
sets of questionnaires were pretested twice. The wordings were
improved to ensure that the questions would elicit the desired in-
formation for revealing problems and opportunities which exist in
marketing electronic digital watches.
The questionnaire for the former consumer survey consists of
seven parts. Part I deals with possession of watches. Part II is
concerned with the requirement of modern timepieces. Part III con-
centrates on consumer acceptance for electronic digital watches.
Part IV discusses pricing. Part V asks about brand names. Part VI
is the miscellaneous section. Part VII provides classification
information of respondents.
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There are six parts in the questionnaire for retailer
survey. They are Part I-- types of watche.s on sale Part II--
terms of payment to wholesalers, manufacturers, sole-agents Part
III-- visits of salesmen and orders for watches Part IV--
consumers' acceptance for electronic digital watches Part V--
repair and maintenance service for electronic digital watches and
Part VT-- classification of retailers.
In the manufacturer survey, all questions asked were of the
open-ended response type. This enabled respondents to answer freely
within their own-frames of reference and in their own words in
relation to any aspect of the issue raised. Moreover, it is more
flexible and appropriate should the questions be outside the res-
pondents' ranges of experience.
Since over ninety-eight percent of the population are Chinese,
all the questionnaires originally written in English were translated
into Chinese to facilitate interviewing.
In the consumer and retailer surveys, structured questionnaires
were used. They have the advantages of reducing the chance for inter-
viewers to influence results through different phrasings of questions
and even different questions, and through different judgements of
answers and what to record.
in-depth interviews with manufacturers have the advantage of
securing more information. The interviewer is more flexible and free
to adjust each interview to the situation and to the personality of
'
the respondent. Moreover, the in-depth interview is best used in
exploratory research to probe for problems and opportunities which
16
are the main theme of this study.
3.2 Sampling Design
For the consumer survey, the universe is made up of all Hong
Kong citizens who are over eighteen years of age and are presently
employed. However, the universe was too large to enable the study
to be carried out. In order to save time and cost, quota sampling
was used. In subdividing the universe, the living districts of
respondents were used as the basis for selection of interviewees.
On the map of Hong Kong (Appendix E), the eleven regions are shown
as follows:1
Hong Kong Island: Eastern Kowloon: Yau Ma Tei
Wanc hai Mong Kok
Central Kowloon City
Western Sham Shiu Po
Wong Tai Sin
New Territories: New Territories Kwun Tong
Within each region, personal interviews were conducted on
the streets by selecting every tenth person who came along provided
he or she was over eighteen years old and employed.
A list of two hundred retailers was available so that simple
random sampling was feasible.2 With the use of tables of random
numbers, twenty retailers were chosen for personal interview.
1 Hong Kong, Census Statistics Department, Hong Kong Popula-
tion and Housing Census, 1971 Main Report (Hong Kong: Government
Printer, 1972), Appendix A.
2The list of retailers was obtained from the annual report
of Hong Kong and Kowloon Clock and Watch Trade Merchants Association,
1974- 1975.
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Regarding the manufacturer survey, two local electronic
digital watch manufacturers and one mechanical watch manufacturer
who also produces electronic digital watches were selected for
interviews.
3.3 Data Collection
All data were collected by personal interview. For the con-
sumer survey, three were also recruited to be interviewers. Before
the actual interview, the interviewers were informed about the
purpose of the survey, the particulars and nature of the question-
naires used, the problems and difficulties that might arise from
the street-corner survey and the survey technique they had to apply
during the interview.
Notes on the structure, function and development of electronic
digital watches were distributed and explained to the interviewers to
ensure that they knew the difference between mechanical watches and
electronic digital watches. Photographs of LED and LCD watches of
both male and female types were also given to interviewers who could
then explain to respondents what electronic digital watches were.
In order to avoid response error, the interviewers were asked to
adhere to the following rules when asking the questions:
1. Each question must be asked exactly as worded in the question-
naire.
2. The meaning of the question must not be commented on.
3. No indicatian of possible answers to questions asked should be
allowed.
4. Every question must be asked unless the interviewers are instructec
18
to do otherwise.
5. Questions must be asked in the same sequence as given in the
questionnaire.
The consumer survey began in mid October. Two interviewers
were assigned to conduct the consumer survey on Hong Kong Island
the third interviewer and the writer were responsible for the
interviews in Kowloon and the New Territories. With an average rate
of eight interviews each day, the consumer survey was conducted by
interviewing fourteen people in each region and completed with a
total of 154 respondents in mid November 1975.
The retailer survey began immediately upon completion of the
consumer survey. In three weeks' time, twenty respondents were inter-
viewed using the personal interview method. Finally, personal inter-
views with three manufacturers were also completed.
3.4 Sources of Secondary Data
Since the electronic digital watch is a new product in Hong
Kong, there are no past saie records and no importing or exporting
figures. Some Hong Kong manufacturers, many of whom started to
market electronic digital watches locally in 19x/5, were unwilling
to disclose information for fear of commercial spying. Another
difficulty arose from the fact that there is no separate category
for electronic digital watches in the Hong Kong Trade Statistics
prepared by the Census Statistics Department, except the category
Watches, Complete which includes both mechanical watches and
electronic digital watches.
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J ortunately, the lists of Hong Kong manufacturers of elec-
tronic digital watches could be obtained from the Trade Development
Council. The list of retailers was obtained from the Hong Kong
Kowloon Clock and Watch Trade Merchants Association. The structure
and background of electronic digital watches came from magazines
such as International Electronics and Electronic Times. Information
about Swiss Watches were derived from ESA Service (Far East), Ltd.
Opinions on past sales of electronic digital watches were obtained
from experts in electronic digital watch trade. To subdivide Hong
Kong into eleven regions, the Hong Kong Population and Housing Census
1971 Main Report was consulted. Finally, figures for watches
imported to Hong Kong by foreign countries were derived from the
Hong Kong Trade Statistics.
3.5 Method of Analysis
Data collected from the consumer survey and retailer survey
were cross tabulated with the computer using relevant packages. The
results were analysed. For the manufacturer survey, the answers to
open-ended questions were analyzed qualitatively. The primary data
and secondary data enable problems and opportunities existing in
marketing electronic digital watches to be examined.
3.6 Limitations of the Study
In the consumer survey, only citizens of Hong Kong were
interviewed. Although tourists are also major buyers of electronic
digital watches, they were excluded because of language barriers as
they came from all parts of the world and their arrivals were highly
seasonal. For the retailer survey, nineteen watch companies and one
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department store were visited to gather information. Those jewellery
companies which also sell watches were disregarded as their sales are
relatively unimportant compared to those of watch companies. In the
third survey, two local electronic digital watch makers and one
mechanical watch manufacturer who also produce electronic digital
watches were interviewed to probe for marketing problems and usual
business practices.
The information obtained from the questionnaire and the
interview was essentially attitude data. This information which
may not represent what the respondents actually thought but what
they thought when asked the questions.
Payne states the situation very clearly when he says: We
should keep in mind that an opinion survey does not necessarily
report what the public is thinking. More often it reports what the
public would think if asked the questions.
In the consumer survey, sampling errors had been introduced as
the interviews were conducted on streets. These sampling errors were
minimized by conducting interviews in thirteen regions in Hong Kong.
Since all three surveys were conducted by personal interview
with limited time and budget, not all problems and opportunities could
be explored. However, the facts derived from the surveys are presented.
Although the study might not be regarded as helpful to electronic
digital watch marketing executives, it may at least fulfill the role
as an exercise in marketing research.
1 Stanley L. Payne, The Art of Asking Questions (Princeton,
New Jersey: Princeton University Press. 1951). D. 178.
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Having discussed the methodology in this Chapter, the kinds
of problems in marketing electronic digital watches will be presentee
in the next charter.
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4.0 ANALYSIS OF PROBLEMS ENCOUNTERED IN MARKETING
ELECTRONIC DIGITAL WATCHES IN HONG KONG
In this Chapter, the characteristics of an electronic
digital watch are examined. Problems related to maintenance and
repair service, price control, terms of payment and promotion are
also analyzed.
4.1 Defects of Electronic Digital Watch
Bulky, thick and heavy watch case
An electronic digital watch possesses a bulky watch case
which encloses an integrated circuit, a quartz cystal, and two cells
for providing the energy necessary for the precise oscillation of
the quartz. Apparently, the watch case of an electronic digital
watch is thicker and heavier than that of an ordinary mechanical
watch because of the large size and heaviness of cells. For a LED
watch, the thickness of the watch case is increased by the use of a
nagnifying epoxy for time display in order to save energy.
The thickness is magnified further by the current emphasis
on thinness of mechanical watches. The relative thickness of the
watch cases of an electronic digital watch and a mechanical watch
of the same brand is shown in Table 4.1.
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TABLE 4.1
RELATIVE THICKNESS OF WATCH CASES OF NORMAL
ELECTRONIC DIGITAL AND MECHANICAL WATCHES
Type of Watch Thickness
Electronic Digital 9.5 mm
Mechanical 6.0 mm.
Difference: 3.5 mm,
A LED watch has a dark red watch panel and
a LCD watch is invisible under dim light
In its usual appearance, the watch panel of a LED (light
emitting diode display) electronic digital watch is dark red in
color. There is no indication of hour, minute or second unless the
button is depressed. Even after the button is pressed, the time is
shown on the panel for two seconds only and the panel becomes dark
red again. The panel of a mechanical watches is more attractive as
it has on it numerals or divisions, hour hand, minute hand and even
second hand. Time can be read continuously from the mechanical watch
but not from the LED. The time display from a LED watch is also
invisible under strong light when the button is depressed but the
advantage is that the time display is visible in the dark.
Although a LCD gives continuous display of time without
pressing buttons, the time display is completely invisible both in
dim light and in the dark. Sufficient light is required before the
time can be observed.
'i'ne llgnt for time display of LED is
red but more consumers prefer green
LEDs are usually made up of Gallium arsenic phosphide and
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the color of light emitted is red.
As shown in Table 4.2 (Appendix D), out of 154 respondents,
46.8 percent of them preferred red to green light for time display.
Only 25.3 percent preferred the red light while 27.9 percent preferred
the blue, violet and orange light. A green light may be obtained
with Gallium phosphide, however, this substance is still under research.
Hopefully mass production can be achieved in two years.
Control of a LED watch
In order to display time on a LED watch, the button must be
depressed. When you are driving a car, it is inconvenient or impossi-
ble to press the button. When talking with a friend, you may be
regarded as impatient and want to leave when you press the button to
read the time. Inconvenience occurs in the use of a LED watch. As
shown in Table 4.3 (Appendix D), 86.4 percent of the respondents
said that it was inconvenient to press the button to read the time
when talking with a friend. However, 37 percent of the respondents
regarded the pressing of the button as impolite while 63 percent of
the respondents did not care.
Invonvenience of replacing cells
All electronic digital watches are powered by tiny silver
oxide cells in order to keep them running. Under normal conditions,
the cells of a LCD watch must be replaced at the end of one year.
For a LED watch, extensive activation of the display will decrease
the power cell's life. The typical life of the cells will be one
year provided that no more than twenty displays of time are shown on
a LED watch each' day. It is time to replace the batteries when the
display is not lit or produces only a very dim light.
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In order to change the cells, the possessor of the LED or
LCD watch must return it to a retailer who. will send the watch to
the manufacturer for replacement. It usually takes about a week
before the watch is returned to the owner and an amount of HK$10
is charged to the owner. As shown in Table 4.4 (Appendix D), 66.9
percent of all respondents were willing to return their watches to
manufacturers for replacement of cells at a charge of HK$10 while
33.1 percent of them were unwilling to do so. 'Some of those who
were unwilling to return watches for replacements of cells, gave
more than one reason. These are listed in Table 4.5A.
TABLE 4.5A
REASONS WHY PEOPLE WERE UNWILLING TO
RETURN ELECTRONIC DIGITAL WATCHES
FOR REPLACEMENT OF CELLS
No substituteExtra




42 24 11 77responses:
of total
14.3 10054.5 31.2responses:
When cells are being replaced, o 'ners of electronic digital
watches must use other watches to tell time. This certainly is in-
convenient to the respondents as reflected by the 54.5 percent of
them who cited inconvenience and the 14.3 percent of them who
answered no substitute watch. The charge of HK$10 accounts for the
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31.2 percent reply of extra cost.
Invisible in bright sunlight and in the dark
Although LED display can be read in the dark, it is difficult
to read under bright sunlight. Most LCD displays are invisible in
the dark. Thus both LED watch and LCD watch are imperfect in the
display of time. This really is a problem which can only be sur-
mounted through research and development.
Not waterbroof
At the present level of electronic technology, the LED and
LCD watches are not waterproof. They cannot be worn when swimming
and must be kept away from water which will destroy the internal
circuits. Furthermore, they are not shock-proof and the internal
circuit will be damaged if they fall to the ground.
As shown in Table 4.6 (Appendix D), when consumers were asked
whether they would buy electronic digital watches that are not water-
proof, 83.8 percent of the respondents said that they would not and
16.2% replied they would. The above responses indicates that a
watch that is not waterproof is clearly not acceptable. Unfortunately
the electronic digital watch is not completely waterproof at the
present time.
Liquid crystal has a short life span
A LCD watch can give a continuous display of time without a
button being pressed. However, the liquid crystal inside the watch
has a life span of about two years. At the end of two years or as
soon as the time display is unclear, the liquid crystal must be
replaced. This will cost the owner of the watch about HK$20 (us$4)
and a week's time for replacement. if a potential customer knows the
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above facts when he or she intends to buy a LCD watch, he or she will
hesistate and then may refuse the offer. It is more advantageous to
buy a LED watch as its quartz crystal has infinite life-
4.2 Maintenance and Repair Service
Unlike a mechanical watch, an electronic digital watch has
no springs, wheels, gears, levers or hands and does not need lubrica-
tion or oiling. However, an electronic digital watch, especially
the LED, will stop functioning if the buttons of the watch are
pressed irregularly. The malfunction arises from the fact that the
integrated circuit inside the watch case becomes damaged. Whether
it can be repaired depends on the degree of damage. In the case of
mechanical watches, maintenance and repair service can be performed
by watch retailers. Since the electronic digital watch has an
internal structure entirely different from that of a mechanical watch,
local watch retailers cannot repair an electronic digital watch with
their own repairmen. All malfunctioning electronic digital watches
must be sent back to the manufacturer either by the customers or
through watch retailers. In most cases watch retailers emphasize
that they are not responsible for any repair. Consequently, a
customer-franchise for particular retailers cannot be established as
is done for mechanical watches.
As shown in Table 4.7 (Appendix D), it. is observed that 100116
of the watch retailers return electronic digital watches to the
manufacturer for repair. If the manufacturers are located in Hong
Kong, it will take at least two weeks to repair the watch. However,
for imported electronic digital watches. the watch retailers must
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mail the watches for repair back to the countries were the manufac-
turers are located, such as the U.S.A. and Switzerland. Usually,
more than one month is required before the owners will receive their
watches, a fact which naturally causes much complaint.
As shown in Table 4.8 (Appendix D), 80 percent of the re-
tailers replied that their customers had to wait for more than ten
days before they could have their electronic digital watches repaired,
15 percent of the retailers said that six to ten days were required
and only 5 percent of them answered that two to three days were
needed. The shorter time taken by repair can be accounted for-the
fact that some manufacturers are locally based whereas others are
based abroad.
As shown in Table 4.9 (Appendix D), 50 percent of the retailers
said that their customers had complained about the time needed to
repair electronic digital watches, especially the imported ones,
while the other 50 percent of the retailers replied that their cus-
tomers had never complained. The explanation is that customers buying
imported electronic digital watches always complain while customers
buying locally made electronic digital watches seldom do so.
The seriousness of the repair and maintenance problem is
magnified by the reactions of the retailers. As shown in Table 4.10
(Appendix D), 85 percent of retailers preferred that the manufacturer
establish service centres to handles repairs. Most of the retailers
liked the present method of returning watches to the manufacturer
for repair. Five percent of retailers did not have any suggestion
and 10 percent of retailers would appreciate it if the manufacturer
provided courses to repairmen employed by retailers and trained them
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to repair watches themselves. From the response of retailers, it
is obvious that nearly all retailers obviously are unwilling to spend
their effort in learning how to repair electronic digital watches as
they assume their roles as sellers only and not as repairmen. Thus
they suggest that manufacturers should set up service centres so
that the time required for repair can be shortened significantly.
As shown in Table 4.11 when consumers were asked what pre-
ference they would choose when they bought electronic digital watches,
50 percent of them preferred to have free maintenance and repair
service for two years and 32 percent of them preferred to have 10
percentdiscount on sale price. A smaller amount, 26.9 percent of
them preferred to have gift calculators. The total percentage exceeds
100'% because each of them was able to give more than one choice.
Thus consumers stressed the importance of maintenance and repair
services which are very poor at the present.
Prior to the invention of electronic digital watches, the
repair of mechanical watches was also a source of income to retailers.
However, electronic digital watches are repaired by manufacturers.
Thus retailers have lost another source of income and a customer
franchise cannot be established for electronic digital watches. The
repair and maintenance problems for electronic digital watches are
one of the reasons why retailers dislike selling electronic digital
watches.
4.3 Price of Electronic Digital Watch
Drops Significantly and Rapidly
The cost structure of the components of a Hong Kong made
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electronic digital watch is analyzed to determine the pricing of the
watch. Basically, there are three main components of an electronic
digital watch: module, watch case and watch band. The cost of each
component i shown below: 1
Components Average Cost Size of Order
(imported) Module (3 functions- US$18.00 20,000
hour, minute second) US$18.50 10,000
US$19.00 5,000
(H.K. made) Watch case (gold-plated,
Us$ 3.003 microns thick)
(H.K. made) Watch band. (gold-plated,
US$ 1. 40
1 micron thick)
Labor wage rate per watch us$ o. 6o
With a cheap labor force, the cost of an electronic digital
watch is affected greatly by the price of the module which tends
to drop rapidly and significantly from US$150 each in May 1974 to
US$50 each in May 1975 2.A decrease in the price of the module is
expected due to mass production. Moreover, if the local manufacturer
can produce the module, the cost of the module and hence the cost of
the electronic digital watch will be much lower than one made with
an imported module. From the South China Morning Post 2 Collins
Precision Co. sold its electronic digital watches at their lowest
price of HK$198 each in May 1975 and gave a gift calculator costing
1 Source: K.C. Hung, Marketing Manager, Arton Digital
Sstem Ltd.
2 Falling Prices Force Caution In Forward Planning,
Asian Sources Electronics, August, 1975. A. 9.
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about HK$28. At the end of November 1975, Collins Precision Co.
announced a significant price reduction of 35 percent and sold the
same watches for HK$l28 each.
The drastic price reduction of Hong Kong-made electronic
digital watches created some problems. To some consumers, price is
an indication of quality, although low price is always welcomed.
A lower price may give the illusion of inferior quality. As shown
in Table 4.12A (Appendix D), when consumers were asked whether they
preferred to buy an electronic digital watch made in Hong Kong for
HK$400 or exactly the same one imported abroad for HK$500, 50.9
percent of them preferred to have watches which were imported from abroad
while 49.1 percent of them preferred those made in Hong Kong.
About half of the consumers simply did not have confidence in Hong
Kong-made electronic digital watches. In addition, price is not as
important as compared with the country where electronic digital
watches are made.
For retailers, rapid price reduction affects their inventory
of electronic digital watches. They usually buy only a few because
they will not be compensated for the amount of the price reduction.
Hong Kong manufacturers will not enter the Hong Kong electronic
digital watch market unless they sell their watches at prices which
are competitive with that of HK$128. As a result, most of them
export their watches to foreign countries.
4.4 Unfavorable Terms of Payment to Manufacturers,
Wholesaler, or Sole Agent
From section 4.3, it is known that the price of electronic
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digital watches can drop drastically within a short period. Manu-
facturers, wholesalers, sole-agents prefer to accept cash for
electronic digital watches sold to retailers or at most seven days
net payment. However, the retailers dislike these terms despite
the fact that they are given cash discount. They prefer to have
terms similar to those for mechanical watches which are usually
bought with a credit of two months or more. As shown in Table 4.13
(Appendix D), 70 percent of retailers received.45 to 60 days credit.
Fifteen percent of them were allowed over sixty days credit. Fifteer
percent of them were given thirty days credit. Five percent of them
had 6 to 10 days credit and only 10 percent paid cash. Since a
retailer may be given various terms of trade by different wholesalers
or sole-agents, the above percentage are greater than 100. As shown
in Table 4.14 (Appendix D), it was unusual to find that 85 percent of
retailers paid cash and only 15 percent of them did not. Those who
did not pay cash bought electronic digital watches from wholesalers
or sole-agents who had previous business connections with retailers
in supplying them with mechanical watches. In that case, those who
did not pay cash for electronic digital watches were given the same
term of trade as mechanical watches, namely 45 to 60 days or above
sixty days.
For most retailers, the amount of cash possessed is limited.
Even though the retailers may.have some cash in hand, they cannot
use much of their cash to buy electronic digital watches. Therefore,
the stocks of electronic digital watches of retailers are limited to
several pieces or to less than one hundred pieces at most. With
limited stocks of electronic digital watches, retailers cannot offer
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much of a choice to consumers who need to shop around before they
buy watches. Hence the cash payment demanded by manufacturer, whole-
saler or sole agent prevents retailers from gathering a stock of
electronic digital watches.
4.5 Strong Competition from Mechanical Watches
Electronic digital watches have been sold in Hong Kong for
more than two years. Most of them are imported from the U.S.A.--
for example, Armitron. They are very expensive and are usually
listed above HK$1,000. Thus, they remain unpopular. It was not
until May 1975 that electronic digital watch suddenly became popular
due to the massive advertising campaign launched by Collins Precision
Co. The price of the electronic digital watch was also cheap enough
so that people could buy one with less than HK$200. With limited
financial resources, numerous local small and foreign electronic
manufacturers cannot afford to launch advertising programs in the
mass media for a long period. Furthermore, their sales force is
poorly and inadequately organized compared to those of mechanical
watch manufacturers. They do not have a showroom nor do they give
an advertising allowance to retailers. In addition, electronic
digital watches usually use the names of the manufacturers as brand
names. These have no Chinese translation. Since 99 percent of the
population in Hong Kong is Chinese, brand recognition is difficult
to establish for those who are not proficient in English.
Manufacturers of mechanical watches always have huge adver-
tising budgets for promotion on television, in movies, magazines,
and newspapers. Since all mechanical watches have Chinese names,
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brand recognition as well as brand preference are possible for
mechanical watches. In addition, advertising or showroom display
allowances are given to some qualified retailers. As shown in Tables
4.15 and 4.16 (Appendix D), 20 percent of the retailers were given
either showroom display or advertising allowances but there were no
such allowances for electronic digital watches.
The profit margin are the same for both mechanical watches
and electronic digital watches, as shown in Table 4.17 and Table
4.18. Thus retailers will not gain more from selling electronic
digital wat ches.
TABLE 4. 17
USUAL PERCENTAGE MARK-UP ON MECHANICAL WATCHES
Usual Percentage Mark-up on Mechanical Watches
Below 15 15-25 26-30 31-40 41-5o 91-70 71-100 Total
No. of
`t 6 19 0 C 0 20Respondents
Percentage out of L+5.020.0 0 0 030.0 1005.C20 Respondents
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TABLE 4.18
USUAL PERCENTAGE MARK-UP ON ELECTRONIC DIGITAL WATCHES
Usual Percentage Mark-up on Electronic Digital Watches
Below 15-2 26-30 31-40 41-50 51-70 71-100 Total
No. of
Respondents 4 9 6 1 0 0 0 20
Percentage out of
20 Respondents 20.4 45.0 30.0
5.0 0 0 0 100
As shown in Table 4.19 and 4.20 (Appendix D), retailers
placed orders for mechanical watches usually through salesmen and by
telephone. When the demand for electronic digital watches was high,
retailers had to go to sole agents or wholesalers to obtain electronic
digital watches. For mechanical watches, 90 percent of the retailers
placed orders when salesmen called on them. Sometimes retailers
placed orders by telephone. 85 percent of retailers did so. However,
none had to approach sole-agents directly. When retailers bought
electronic digital watches, 75 percent placed orders when salesmen
called on them 85 percent placed orders by telephone and 35 percent
had to approach sole agents or wholesalers directly. This is clearly
a sign that some manufacturers, wholesalers or sole agents of electronic
digital watches have an inadequate sales force.
The method of time display cannot be accepted by some Chinese.
As shown in Table 4.21 (Appendix D), when the consumers (Chinese) were
asked which type of watches they preferred if they intended to buy
new watches, 50 percent of them liked the conventional mechanical
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watches and 50 percent of them liked digital watches.
With limited advertisement, promotional efforts, no brand
recognition and no preference, an inadequate sales force, no greater
profits for retailers, maintenance and service problems and an un-
acceptable method of time display, electronic digital watches face
strong competition from mechanical watches which have dominated the
entire watch market for more than seventy years.
4.6 The Most Important Element 'Accuracy'
of Electronic Digital Watch
Is Not Well Communicated
Although electronic digital watches have been on sale in
Hong Kong since 1974, people did not realize their existence. This
was primarily due to the lack of promotion. It was not until the
middle of 1975 that the majority of people became aware electronic
digital watches in Hong Kong. As shown in Table 4.22 (Appendix D),
of the 154 respondents, 95.5 percent of them knew that there were
electronic digital watches in Hong Kong while 4.5 percent of them
did not. As indicated in Table 4.23 (Appendix D), people first
obtained information about electronic digital watches from one or
more of the following sources.: 50.6 percent of people were informed
by television 30.5 percent of them from newspapers 20.1 percent of
them from magazines 7.8 percent of them from radio 19.5 percent of
them said that they were told by their friends 17.5 percent of them
saw digital watches at watch companies and only 4.5 percent of them
were informed by electronic companies.
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The consumers were asked about the characteristics of a
modern timepiece-- namely accuracy, price, style, brand name,
country in which the product was produced, number of functions
possessed, repair and maintenance service and fluorescence. The
results are presented in Table 4.24A and then arrangedin descending
order of importance in Table 4.24B.
TABLE 4.24A
RELATIVE IMPORTANCE OF CHARACTERISTICS
OF A MODERN TIMEPIECE
Order of Importance
Characteristics 1 2 1 6 Total3 5 7 8*
Accuracy 117 24 4 2 0 0 07 154
Price 21 64 4 2 135 17 10 154
Style 10 632 44 35 20 0 1549
Brand name 4 233 833 33 23 27 154
Country made 1 4 11 21 27 27 15431 32
No. of functions
1 14 18 18 24 15430 +o 9possessed
Repair main-
0 10 16 19 41 15430 31 7tenance service
nFluorescence 180 2 8 209 15497
Note:* indicates most important
** means the least important
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TABLE 4.24E
DECREASING ORDER OF IMPORTANCE OF
CHARACTERISTICS OF A-MODERN
TIMEPIECE






Repair and Maintenance Service 6
7Number- of functions possessed
Fluorescence 8
As shown in Table 4.24B, it was found that the most important
characteristics of a timepiece considered by the respondents was the
accuracy of the watch. It is a fact that the quartz crystal of an
electronic digital watch, which is powered by two power cells and
provides precise oscillation frequency (32,768, per second), can give
an incredible accuracy--an average of plus or minus 5 seconds monthly.
For mechanical watches, the accuracy is in the order of several
minutes monthly. Thus electronic digital watches are unrivaled as
far as accuracy is compared with that of mechanical watches. Un-
fortunately, this unique and utmost important feature, accuracy of
electronic digital watches, is not well conveyed to consumers who
seem to consider that electronic digital watches are not significantly
different from mechanical watches except in the way that time is
displayed. Consumers may misunderstand that electronic digital
watches are a variation of mechanical watches as both are watches.
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As shown in Table 4.32 (Appendix D), out of 154 respondents, 68.8
percent of them claimed that electronic digital watches were more
accurate than mechanical watches 15.6 percent of them said that
mechanical watches were more accurate than electronic digital watches
and 15.6 percent of them did not know which type of watch was more
accurate. The 154 respondents were also questioned about the order
of accuracy of electronic digital watches, and as shown in Table
4.33 (Appendix D) only 59.7 percent of them gave the correct answer
of ±5 seconds monthly while 40.3 percent of them answered wrongly.
If the incredible accuracy of plus or minus 5 seconds monthly
of electronic digital watches is not emphasized and communicated to
the consumers, then why should the consumers choose electronic digital
watches instead of the mechanical watches?
4.7 Difficult to Select an Ideal Brand Name
Numerous electronic digital watches are produced by electronic
manufacturers who tend to use their own names as brand names for
electronic digital watches. This is a good strategy and will be
welcomed by consumers. As shown in Table 4.34 (Appendix D), 84.4
percent of the 154 respondents thought that it was a good practice
for a manufacturer to use its name as the brand name for electronic
digital watches while 15.6 percent of them did not agree.
Since 98 percent of the population in Hong Kong is Chinese,
it is essential that brand names be written in English and Chinese.
As shown in Table 4.35 (Appendix D), the respondents who were asked
about the necessity for a Chinese translation of an English brand,
75.3 percent replied that a Chinese translation was necessary while
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only 24.7 percent answered in the negative. Among those who answered
'yes', 66 percent of them had secondary education 15.5 percent of
them had education above tertiary or university level and only 23.3
percent of them had primary education. This implies that it is not
a matter of their English proficiency as much as they prefer a
Chinese translation.
Once an English brand name has a Chinese translation, it
can be remembered easily provided at least some promotional effort
to the public is done via various media. That is evident in Table
4.36A (Appendix D) which is summarised as follows:
TABLE 4.36B
BRAND NAMES OF ELECTRONIC DIGITAL WATCHES
MOST FAMILIAR WITH
Brands of Electronic Digital











Brands without Chinese translation.
From Table 1+.36B, the least recognized brands are Novus and
Armitron. Neither of these has Chinese translation. Collins
Precision, which was heavily promoted in 1975, was the most familiar
brand.
An attempt is made to compare the relative importance of
brand, price or style as a criterion in buying electronic digital
watches. As shown in Table 4.12B, out of 154 respondents, 68.2
percent said that brand was less important than price or style while
31.8 percent replied that brand was more important than price or
style. This points out that respondents were more price- or style-
conscious rather than brand conscious-
4.8 Low Profit Gained by Selling
Electronic Digital Watches
Compared to American and Hong Kong manufacturers, Swiss
mechanical watch manufacturers are late in entering the electronic
watch market. In Hong Kong, there are only a.few Swiss-made electronic
digital watches on sale. These include Omega, Bulova, Girard Perre-
gaux, Nepro, Heuer and Sandoz. These Swiss electronic digital watches
are very expensive, usually priced at HK$1,000- 3,000 or above and,
therefore, are unpopular locally. The entire electronic digital
watch market is shared by American, Japanese and Hong Kong-made
watches. The imported watches are preferred to those made locally
because they are foreign-made and thus can be sold to customers at
higher prices.
At the present time, the selling price of a Hong Kong-made
electronic digital watch is as low as about HK$120. Some are even
41
42
priced below HK$120. The mark-up by retailers is usually 15 to 25
percentfor both electronic digital watches and mechanical watches.
Retailers, however, prefer to sell mechanical watches rather than
electronic digital watches since mechanical watches are usually sold
at a higher price range --HK$l00 to over HK$1,000. Low profits gained
by selling electronic digital watches do not appeal to retailers,
especially the large watch retailers who refuse to carry unknown
brands and watches which sell at low prices.
4.9 Retailers are Suspicious of Manufacturers
of Electronic Digital Watches
Since most manufacturers of electronic digital watches were
originally electronic manufacturers, they can easily switch to the
production of other products if sales of electronic digital watches
are not promising. Some small manufacturers may even go bankrupt.
These manufacturers have affected the confidence of retailers in
other manufacturers. Retailers cannot repair their customers
electronic digital watches and cannot approach those manufacturers who
have gone out of the business. Retailers are helpless and will not
order electronic digital watches. This is a great hindrance to many
small Hong Kong electronic digital watches manufacturers. Faced
with unfavorable cash payment and after-sale repair service problems,
retailers tend to buy only from large electronic digital watch manu-
facturers. They also prefer to buy from mechanical watch manufacturers
with whom they have previous business dealings. Unfortunately, there
are very few large electronic digital watch manufacturers and their
prices are high, usually above HK$500. Thus the low priced electronic
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digital watches produced by small electronic manufacturers will
probably have no access to the watch market.
4.10 No Authorized Dealers of Electronic Digita:
Watches Difficult to Control Price
For mechanical watches, there are authorized dealers for
some well known brands. These dealers are watch retailers who are
proud of being dealers for these brands of mechanical watches. They
will not take in unknown or low priced brands of watches. Since
electronic digital watches have been marketed for less than one
year, the brand names of these watches remain unfamiliar to consumers.
Thus brand recognition or brand preference has not been established.
Consequently, most retailers are unwilling to order certain electronic
digital watches even if the profit margin were very high. Unfor-
tunately, the profit margin of electronic digital watches is roughly
the same as that of mechanical watches. As a result, retailers
prefer mechanical watches to electronic digital watches. This un-
favorable reaction of retailers to electronic digital watches is a
threat to the future prospect of the electronic digital watch.
Since there are no authorized dealers or agents for electronic
digital watches, retailers are not bound by contract to price
electronic digital watches. Retailers can determine their own prices
for the same watches in different locations as there is no agency to
check the pricing. With different mark-ups for the same type of
watch, the electronic digital watches are trapped in unfair competi-
tion with each other and often become less competitive with mechanical
watches.
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In this Chapter, the defects of the electronic digital watch
have been examined. The research has also revealed problems in
maintenance and reapir service, price control, brand selection and
lack of confidence in manufacturers. On the other hand, opportuni-
ties are available to manufacturers. These opportunities will be
discussed in the next Chapter.
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5.0 ANALYSIS OF OPPORTUNITIES IN MARKETING
ELECTRONIC DIGITAL WATCHES
IN HONG KONG
instead of responding to threats defensively, manufacturers
of electronic digital watches can take a more positive approach by
viewing threats as veiled opportunities. According to Martin Bell,
marketing opportunity can be defined as a challenge to purposeful
marketing action that is characterized by a generally favorable set
of environmental circumstances and an acceptable probability of
success.l Opportunities should not only be defined as markets but
in terms of the following four areas of management activity :2
1. Innovation of new products, services, channels of
distribution, or promotions.
2. Improved efficiency.
3. Creation of competitive differences.
4. Carving out of market areas.
Assessment of marketing opportunity forces consideration of
the future. From the three surveys about consumers, retailers and
manufacturers, opportunities can be identified and brought to the
attention of executives who are interested in the marketing of
I Philip Kotler, Marketing Management: analysis, planning
and control (New Jersey: Prentice-Hall Inc., 1972), p. 58-60.
2 Ibid.
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electronic digital watches in Hong Kong.
5.1 Market Potential of Electronic
Digital Watches in Hong Kong
Market potential is the maximum dollar or unit sales of a
product or product line available to all firms within a specified
period of time.' It indicates sales opportunities. A market fore-
cast is an estimate of dollar or unit sale of a product or product
line which all firm together expect in a specified period of time
under all the firms' respective marketing plans.2 A forecast
indicates sales expectation.
The determinants of market potential or what causes the
amount of potential demand to exist and what causes it to change
indicate what to measure in calculating market potential. For most
products, there are three primary categories of determinants of
market potential: (1) wants or needs which the product can satisfy
(2) purchasing power, and (3) desirability of the product relative
to other products available.
The scope of wants and needs which consumers attempt to
satisfy through product purchases include function, status, self-
esteem, sentiment, esthetics and economy. To the consumers, both
electronic digital watches and mechanical watches are timepieces.
Although the two types of watches are different in structure, methods
of time display, accuracy and so on, they are functionally the same--
1 Thomas R. Wotruba. Sales Management- Planning, Accomp-
lishment and Evaluation (New York: Holt, Rinehart and Winston, Inc.
19 72 n_ 54.
2 Ibid.
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namely providing information about time. Thus consumers of mechani-
cal.watches may also be considered as potential consumers of electronic
digital watches and the total amount of watch demand is the sum of
the demand for both types of watches.
Although a direct measure of the market potential for elec-
tronic digital watches is difficult, if not impossible, the Hong Kong
population projection can be used to estimate the market potential
with the help of the following assumptions:
(1) A watch is a daily necessity for reading time.
(2) Anyone below the age of fifteen is unlikely to possess
a watch.
(3) Anyone above the age of fifteen usually possesses a
watch.
(4) About 50 percent of the population within the age range
of 15- 19 possess watches.
(5) People who are employed and above age nineteen possess
at least one watch. The actual percent of those who
have watches is derived from the consumer-survey.
(6) The remaining 50 percent of the population in the age
group 15-19 who do not possess watches will buy watches
immediately when they reach 19ears of age.
-i'ne choice of age fifteen is due to the fact that the
legislation of the Hong Kong* Labour Department prohibits the employ-
ment of workers who are under 14 years old. In the age range 15-19,
people may be secondary school students, workers or unemployed. The
assumption that 50 percent of them possess watches is arbitrary and
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it is hoped that this value will not be too far away from the actual
which is impossible to obtain. As shown in Table 5.1 (Appendix D),
out of the 154 respondents 95.5 percent possessed watches and only
4.5 percent of them did not. The value 95.5 percent is used to
estimate the number of people who will possess at least one watch.
Frequently, people have more than one watch. As shown in Table 5.2
(Appendix D), out of 147 respondents who possessed watches, 66.7
percent of them had one watch, 23.1 percent of.them had two watches
and 6.1 percent of them had three watches while 4.1 percent of them
had four or more watches. The sample mean was found to be 1.476 watches
per person. Thus assumption (5) is justified.
The project numbers of watches people will possess for the
coming five years are calculated with the above assumptions and
research findings are shown in Table 5.3 as follows:
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TABLE 5.3
PROJECTION OF NUMBERS OF WATCHES POSSESSED
BY PEOPLE OF DIFFERENT AGE-GROUPS
IN 1976- 1980
Year
Age 1975 1976 1977 1978 1979 1980
grout
15-19 523,700' 547, 800538,300 522,000 549,900 540,700
Above 19 2,443,000 2,524,900 2,610,400 2,698,800 2.789.100 2,880,800
Half of
261,850 269,150 273,900 276,000 274,950 270,35015- 19
1.476 times














From Table 5.3 and with assumptions (l)-(6), it is evident
that the increase in the number of watches possessed each year over
the immediate preceeding year should represent the market potential
which is summarised in Table-5.4.
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TABLE 5.4
MARKET POTENTIAL OF ELECTRONIC DIGITAL WATCHES
IN 1976- 1980
Year 1976 1977 1978 1979 1980
Market Potential
128,184 130,94 132.233 1307491132,5791(units)
In order to express the market potential in terms of dollar
sales, the price of each unit must be known. Unfortunately, there
is no way to find out what the prices are and the best that can be
done is to find out the weighted average price of the watches bought
be consumers over the past few years. As shown in Table 5.5A
(Appendix D), the prices of watches bought are summarised in Table
5.5B as follows:
TABLE 5.5B
PRICES OF WATCHES LAST BOUGHT (HKR)
Price Below 100- 201- 301- 401- 501- 601- 801- 1001- 1501- Above Total
100 200 300 400 500 600 800 1000 1500 2000 2000
No. of 32 68 22 8 6 6 2 1 0 1 1 154responses
y of 21.8 46.3 15.0 5.4 4.1 4.1 1.4 0.7 0 0.7 0.7 100responses
As shown in Table 5.5B, the minimum price is taken to be
HK$75, the maximum price to be HK$2,500 and the price of each range
is the medium of the range. The weighted average of the price can
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be calculated with the above assumption and is found to be HK$229,
Thus the market potential in Table 5.4 can be expressed dollars
sales with the price of each unit being HK$229 as follows:
TABLE 9.
MARKET POTENTIAL OF ELECTRONIC DIGITAL WATCHES
IN 1976- 1980
Year
Mark 1976 1977 1978 1979 1980
Potential
Units Sales 128,184 130,948 132,233 130,749132, 579
Dollars Sales zn zLn cnl29,354,136 29,987,092 30,281,357 29,941,521(HK$)
5.2 Market Forecast of Electronic Digital Watches
for Sales to Local Citizens
Once the market potential is determined, the market forecast
can also be calculated if the number of people intending to buy new
watches is known. As shown in Table 5.7 (Appendix D), out of 154
respondents, 33.8 percent said that they intended to buy new watches
while 66.2 percent of them did not. As shown in Table 4.21 (Appendix
D), of the 52 respondents who intended to buy new watches, 50 percent
of them intended to buy electronic digital watches and the remaining
50 percent intended to buy mechanical watches. The time when these
people intend to buy electronic digital watches is shown in Table 5.8
(Appendix D) and summarised in Table 5.9 as follows:
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TABLE 5.9
NUMBER OF PEOPLE INTENDING TO BUY
ELECTRONIC DIGITAL WATCHES
IN 1976- 1980
Year 1976 1977 1978 1979 1980 Total
6 12 1No. of people 2 265
Percent of the total No.
7_7 Ac 1.303.90 3•25 33.8of respondents
If Table'5.6 and Table 5.9 are combined, a market forecast
of electronic digital watches can be developed and is shown in Table
5.10 as follows
TABLE 5.10
MARKET FORECAST OF ELECTRONIC DIGITAL WATCHES
FOR SALES TO LOCAL PEOPLE
IN 1976- 1980
Year
Market 1976 1977 1978 1979 198o
Forecast
Units Sales 4,999 10,201 4,308 86o 19700
Dollars
1,144,771 2,336,029 986,532 196.940 389,300Sales (HK$)
The market forecast shown in Table 5.10 is confined to
3ales to local citizens. In order to obtain the market forecast for
ill customers of electronic digital watches, sales to tourist and
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smugglers should also be included. However, these sales figures
are difficult and in many cases impossible to obtain.
According ,to K. C. Hung, marketing manager of Artron Digital
Systems, the market forecast of sales of electronic digital watches
to local people, tourists and trading firms is 10,000 units or
HK$2.000.000 monthly
5.3 Market Share of Electronic Digital Watches
in the Watch Business
From the retailer survey, the actual sales of mechanical
watches and electronic digital watches for the twenty randomly
selected retailers are known. Thus the sales of electronic digital
watches, as a portion of the total sales of mechanical watches and
electronic digital watches, can be calculated and are shown in
Table 5.11 as follows:
TABLE 5.11
MARKET SHARE OF ELECTRONIC DIGITAL WATCHES
SOLD BY THE TWENTY RETAILERS





Digital WatchesDigit al Mechanical Total
Unit s 1,380 l4,l8 15,560 8.




From the above table, the market share of electronic digital
watches was found to be 8.9% in terms of units of watches sold or
7.9% in terms of dollar sales. Thus it can be said that electronic
digital watches are not yet popular in Hong Kong and occupy less than
10 of the total watch mnrkPf calc.c
5.4 An Electronic Digital Watch Can Also Act
as Other Electronic Instrument
with Various Uses
An electronic digital watch is basically a timepiece. It
can have at most seven functions-- namely hour, minute, second,
-month, date, day and A.M./P.M. while a mechanical watch can have
at most five functions, excluding month and A.M./P.M. This will
not cause an electronic digital watch to be superior to a mechanical
watch. However, there are some other uses that an electronic digital
can have. Because of the special electronic structure of the digital
watch, it can be easily converted by merely changing or adding a few
layers of electronic circuits. Frequently the electronic digital
watch is used as a stop watch to record time for matches, races and
experiments. The electronic digital watch can also be used as a
calculator for performing complicated multiplication, division,
addition and subtraction. With advances in scientific technology
through research and development, an electronic digital watch will
have unlimited use in the future.
5.5 Electronic Company is Also One of the
Best Retail Cutlets
Electronic digital watches usually are sold by manufacturers
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to whole alers or sole-agents who then sell their goods to retailers.
Sometimes direct selling from manufacturers to retailers is also
possible. The channel of distribution of electronic digital watches
from manufacturers to retailers follows the same pattern as that of
mechanical watches. Salesmen from manufacturers, wholesalers or sole
agents call on retailers. For mechanical watches, the retailers are
usually watch companies, department stores or. even jewellery companies.
For electronic digital watches, the retailers not only include watch
companies, department stores and jewellery companies but also photo-
graphic instrument companies and seldom electronic companies.
As shown in Table 5.12 (Appendix D), 65.4 percent of the 26
respondents who intended to buy electronic digital watches said that
they would buy electronic digital watches from watch companies
34.6 percent would like to buy from electronic companies and none
of them would buy from department stores, photographic instrument
companies or supermarkets. In addition to watch companies, the next
best retail outlet for electronic digital watches would be electronic
companies. Manufacturers, wholesalers or sole-agents should try to
make use of this promising retail outlet for electronic digital
watches.
5.6 Electronic Digital Watches Will Be Popular
Within One to Two Years
The results of manufacturer survey indicate that the respond-
ents thought that the sales of electronic digital watches would be
promising, become popular, and gain greater consumer acceptance within
one to two years. To what extent electronic digital watches affect
the sales of mechanical watches is a question of great concern to
manufacturers of mechanical watches. Manufacturers of electronic
digital watches thought that the Swiss watch industry would produce
both mechanical and electronic digital watches in the coming five
years. They did not know the ratio of production of the two
products.
The retailers were pessimistic about the future of electronic
digital watches. Electronic digital watches, no matter how good the
sales, would not dominate the watch market and could not drive
mechanical watches out of the watch market. As shown in Table 5.13
(Appendix D), twenty retailers, 80 percent said that electronic
digital watches would never dominate the market 10 percent thought
that it would take more than 10 years 5 percent of them replied that
is might become a fact within eight to ten years and 5 percent of
them feared that electronic digital watches would dominate the market
between four to six years.
5.7 A Five Fkanct Toned Electronic Digital Watch
is Most Preferred by Consumers
An electronic digital watch can have from three up to seven
functions which are hour, minute, second, month, date, day and A.M./
P.M. Information in Table 5.14 (Appendix D) about the preference




NUMBER OF FUNCTIONS PREFERRED
BY CONSUMERS
A.MHour Minute Second Month Dat e Day
P.M,
Number of
Responses 153 19 139 68 121 81 29
Out of 154
Percent
of 98.7 44.299.4 90.3 18.878.6 52.6
Response
The above results indicate the functions preferred by con-
sumers are in descending order hour'(99.4%), minute (98.7%), second
(90.3%), date (78.6%), day (52.6%), month (44.2%) and A.M./P.M.
(18.8%). The number of functions an electronic digital watch should
possess is shown in Table 5.16 (Appendix D) and is summarised in
Table 5.17 as follows:
TABLE 5.17
NUMBER OF FUNCTIONS AN ELECTRONIC DIGITAL
WATCH SHOULD POSSESS
One Two Three Four Five sill Seven Total
Number of
0 267 21 15431 37 32Response:
Percent
of 4.50 16.9 20.1 24.0 20.8 13.6 100
Resijonse:
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From Table 5.17, it is evident that a five-function electronic
digital watch was mostly preferred (24%), followed by six functions
(20.8%), four. functions (20.1%), three functions (16.9%), seven
functions (13.6%) and lastly two functions (4.5%).
Manufacturers should attempt to produce mostly five function
electronic digital watches with hour, minute, second, date and day.
They may also produce four-function watches with hour, minute, second
and date or six-function watches with hour, minute, second, date,
day and month. The last function A.M./P.M. is the least preferred
because people can easily judge whether it is A.M. or P.M.
5.8 Ideal Producer of Electronic
Digital Watches Exist
Some consumers may want to know who is the producer of
electronic digital watches. An understanding is essential in selec-
ting the right promotional strategy. The opinions of consumers
concerning the ideal producer of electronic digital watches are
shown in Table 5.18.
TABLE 5.18
IDEAL PRODUCER OF ELECTRONIC DIGITAL WATCHES
Watch Electronic Watch Manuf. &
Immaterial TotalManuf. Manuf. Electronic Manuf.
Number of
17 34 52 15451Respondents
Percentage of
Response ll.0 22.1 33.1 10053.8
out of 154
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Watch manufacturers lack the electronic technology required
to produce digital watches. Electronic manufacturers might not
have skills in watch making but they were considered qualified for
manufacturing electronic digital watches. However, respondents
felt that the best production of electronic digital watches would
be achieved if watch manufacturers and electronic manufacturers
cooperated. If the above method of production is made known to the
consumers, they will become more confident. Producers of electronic
digital watches have to promote their products by emphasizing that
they were made by the cooperation between watch manufacturer and
electronic manufacturer.
5.9 Consumers Are Willing to Approach Manufacturers
Directly For Repair
Watch retailers do not have the technical skill and equipment
required to repair electronic digital watches. When consumers buy
electronic digital watches, retailers are always very cautions in
saying that they are not responsible for any reapir of electronic
digital watches bought. The retailers may send damaged electronic
digital watches at the request of consumers to manufacturers for
repair. Manufacturers should ask consumers to approach them directly.
As shown in Table 5.19 (Appendix D), of twenty-six respondents who
intended to buy electronic digital watches, 88.5 percent were willing
to approach manufacturers directly while 11.5 percent were unwilling
to do so because of inconvenience. The problem of repair can be
solved by establishing service centres which can easily be approached
by consumers and retailers. Thus retailers can sell watches as well
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asrovide after-sale servine_
5.10 Consumers Preferably Bought the Low-priced
LED Watches but Actuall,y• They
Liked LCD Watches More
for manufacturers of electronic digital watches, a problem
of great concern is to decide whether they should produce LED watches
LCD watches or both. At present, there is no clear preference for
LED or LCD displays.1
The types of displays of electronic digital watches available
in the Hong Kong market are shown in Table 5.20 as follows:
1 Falling Prices Force Caution in Forward Planning,
Asian Electronics, August, 1975, p. 8.
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TABLE 5.20
TYPES OF DISPLAYS OF ELECTRONIC DIGITAL
WATCHES SOLD IN HONG KONG
Countries Where Electronic Digital Watches Are Made
Hong Kong Japan Switzerland U.S.A.
Argentronic Casio* Bulova Arm it ron
Centron Cit izen* Girard Perregaux Digit ime
Collins Precision International Heuer EWT
Watch Co.*Corvus Nepro* Greenwich
Microelectronic Orient Omega Hamilton







Note:* indicates LCDs the rest are LEDs.
Table 5.20 shows only one Hong Kong-made digital watch
brand, Tartron, is LCD; all Japanese brands of digital watches except
Unitrix are LCDs. One Swiss made brand, Nepro, is LCD. Three U.S.A.
brands: Mercury, Microma and Westclox are LCDs. Thus there are
eleven brands which are LCDs and twenty-two brands which are LEDs.
Manufacturers in the U.S.A., Hong Kong and Switzerland favour LEDs
while Japanese manufacturers like LCDs.
According to retailers, the sales of LEDs were better than
that of LCDs. The results are shown in Table 5.21 as follows:
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TABLE 5.21
SALES OF ELECTRONIC DIGITAL WATCHES
BY TYPES OF DISPLAYS
Rat i n of PrrfPronr•A fnr T.FTh/T.('.T)
1/4 l/3 1/2 1/ 1 2/1 4/1 Total3/1
Number of Response C2 C 1 207 3 JOut of 20
Percent of
inn1( 0 105 235. 15Response
From the above table, 15 percent of retailers said that consumers
preferred LCDs to LEDs 10 percent of retailers said that consumers
liked both LEDs and LCDs while 75 percent of retailers answered that
consumers preferred LEDs to LCDs. Since the local watch market is
supplied with numerous brands of LED watches from the U.S.A., Hong
Kong and Switzerland, consumers have a wide choice. Moreover, LEDs
made in Hong Kong and some of those made in U.S.A. are priced cheaply
from HK$128 to less than HK$400 while LCDs are usually priced at
above HK$500. Thus it is reasonable that the sales of LEDs are
better than LCDs.
The characteristics of LEDs and LCDs must be understood to




CHARACTERISTICS OF LEDs AND LCDs
Types of Displays
LED






2.Structureof quartz crystal Solid state Liquid
3.Life-spoanof quartzcrystal
Infinite 2years
Displaay of time Buttons must be pushed to read time Automaticand continuousdisplay of time




RelativelylowHK$128-hk$500or above UsuallyaboutHK$500exceptthosemadein HongKong
Finallu, consumers' opining on the type of display they
prefer must also be sought . The results obtaind at=re shown in
Table 5.23 as follows:
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TABLE 5.23
TYPES OF DISPLAY PREFERRED
BY CONSUMERS
Types of Display Preferred
LED LCD Total
Number of Responses
23 131 154Out of 154
Percent of Response 14.9 8.5.1 100
LCDs seem to have gained more consumer acceptance, most
probably because LCDs give continuous display of time without* the
need to press buttons. As shown in Table 5.23, 85.1 percent of the
respondents preferred LCDs. However, the prices of LCDs are relat-
ively higher than those of LEDs. Thus manufacturers should produce
low-priced LCDs to meet the demand of consumers.
5.11 As a Wrist-instrument, the Electronic Digital
Watch Will Create a-Specialty Market
r,lectronlc caigital watch manufacturers have tried various
ways to overcome the short-comings of digital displays. Some LED
users have put the display on the side of the watch to cut out
bright light. And many of the LCD users have built in a miniature
incandescent lamp to light the display. An electronic digital watch
may contain both LCD and LED displays the LCD is viewed for most
readings while the LED is turned on only in the dark.l
1 Electronics Adds Wristwatch Frills, Electronics Inter-
national, August 7, 1975, p. 46.
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New functions are already being added to today's electronic
digital watches. Plans call for stop watch and alarm features to
be added to the standard digital timepiece, both of which could be
accomplished without much strain on technology. Watches and calcu-
lators in combination can be made easily because they have a similar
electronic structure.
The inconvenience of pressing buttons of LEDs to read the
time display is overcome by an inertial switch. It is activated by
hand turn on the light-emitting-diode.
Some form of telemetry transmission is feasible, once longer-
lasting or rechargeable power cells are developed. The electronic
digital watch can also sense and display the wearer's pulse and
temperature.
The electronic digital watch is not simply a watch, but a
wrist instrument which can perform numerous functions such as communi-
cations, calculating and sensing. A specialty market has been set
up for consumers who want multi-purpose watches.
In this Chapter, the market potential, market forecast and
market share of electronic digital watches have been estimated. A
five function electronic digital watches is found to be most preferred.
An electronic digital watch is not merely a timepiece. It can also
perform other functions such as calculating, sensing and communicating.
Concerning the types of display, consumers prefer LCDs to LEDs. In
addition to watch companies, electronic companies are also ideal
retail outlets for electronic digital watches. According to manu-
facturers, electronic digital watches will be popular within two years.
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After the analyses of problems and opportunities in Chapters
Four and Five, the conclusions and recommendations will be given in
the next Chapter.
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6.0 CONCLUSIONS AND RECOMMENDATIONS
6.1 Conclusions
The electronic digital watch continues to struggle for survival
in Hong Kong although it has been marketed extensively for about a
year. The study indicated that consumers' acceptance for this
revolutionized timepiece is low for various reasons. The product
itself is imperfect. It has a bulky, thick and heavy watch case due
to the weight and size of cells and is not waterproof. A LED watch
is invisible in bright sunlight while a LCD watch is invisible in the
dark. Replacement of cells at least once a year causes inconvenience
and an extra-charge of HK$10. A longer time is required for the
repair of the watch which must be sent back its manufacturer. Accus-
tomed to the. numeral panels of mechanical watches, consumers,
especially those of low education standard have difficulty in accept-
ing the display of time by digits.1 Except for those made in Hong
Kong, imported digital watches are usually priced above HK$500 which
is rather expensive. Furthermore, heavy promotion of digital watches
is lacking. Most digital watch makers are electronic manufacturers
and they are inexperienced in the watch business while major mechanical
watch makers, especially the Swiss, keep on promoting mechanical
watches. Lastly, consumers do not know and are not told how accurate
1 According to the Hong Kong and Housing Census Department,
1971 Main Report, 79.5% of the total population have education
standard of nrimarv school or below.
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digital watches are. Quite often, consumers misunderstand the digital
watch to be a variation in style of mechanical watch and simply neg-
lect it.
The study also revealed that retailers do not welcome
electronic digital watches. The main reason is that retailers can-
not repair digital watches since they are unfamiliar with electronic
technology and do not have the necessary equipment and accessories.
Retailers are given unfavorable terms of payment. Usually they have
to pay cash immediately or at most a few days credit because the
price of digital watches falls gradually. With limited cash in hand,
retailers are unwilling to acquire many digital watches for sale.
Therefore, consumers do not have much choice in shopping. Since most
digital watches are produced by electronic manufacturers, most of the
brand names of their watches are not translated into Chinese and are
strange to consumers. Under these conditions, most large retailers
will not venture to order digital watches from electronic manufac-
turers. Only those digital watches produced by mechanical watch
manufacturers are welcomed by retailers because these manufacturers
have had previous business dealings with these retailers. They are
given the usual terms of payment of forty-five to sixty days net or
above 60 days net. Unfortunately, most mechanical watch manufacturers
are relatively late in joining the electronic race. Therefore
electronic digital watches produced by electronic manufacturers can-
not enter the watch market without resistance from retailers.
Uncertain of the future trends of the watch market, new makers
of digital watches are cautions. Most electronic digital watch makers
are unfamiliar with the watch market. Their sales force is inadequate
69
and poorly organized. At present, the market share for digital
watches is about nine percent of total watch sales. In addition to
watch companies, electronic companies are also ideal retail outlets
for electronic digital watches. Although all consumers of mechanical
watches are potential customers of digital watches, digital watches
will not capture the entire watch market. Both mechanical and
digital watches should be producted to satisfy customers' preference.
Digital watches will not be just timepieces. They will be wrist-
instruments which can be variously used to perform calculations, to
measure wearers' pulses and temperature, to measure time intervals
as stop watches and so on. Therefore, a specialty market will be
set up for certain consumers who want unusual capabilities with
their watches. Consequently, electronic digital watches are unrivaled
and may replace all mechanical watches in a period of not less than
10 years,
6.2 Recommendations
After the problems and opportunities have been identified,
some positive actions can be taken to market electronic digital
watches in Hong Kong. These actions or recommendations serve only
as a guide to those who are interested in marketing electronic
digital watches in Hong Kong.
Product policy
It is more profitable to produce LED watches as the cost of
production and hence the retail price is low. Better and higher
sales volume can be expected. In order to keep abreast of the latest
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developments, electronic technology must be imported from U.S.A.
Research and developments must be carried out to change the product
design or to add various uses to digital watches. Theoretically,
most consumers prefer LCD but the prices are relatively high. The
short life span of the liquid crystal of two years has discouraged
the production of LCD watches. The Japanese, however, produce mostly
LCD watches. When a more reliable solid quartz crystal has been
invented and the mass production of other components of LCD watches
is possible, manufacturers should then attempt to produce LCD watches
too. Regrading the number of functions to be included in digital
watches, manufacturers should concentrate on watches with five func-
tions: hour, minute, second, date and day.
Maintenance and repair service
On a short-term basis, a service centre or collection centre
should be established as soon as possible to repair imperfect digital
watches. Retailers would favour this because they can indirectly
repair digital watches for their customers. On a long-term basis,
retailers should learn how to repair digital watches. This will be
feasible when digital watches are popular. In addition to gain a
customer-franchise, additional income from repair will be obtained
by retailers.
Channel of distribution
In addition to watch companies, electronic companies which
usually sell electronic products such as calculators, Hi-Fi instru-
ments, televisions and so on should be invited to act as retail
outlets for digital watches. For small electronic digital watch
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manufacturers, experienced wholesalers or sole agents should be
appointed to deal with retailers.
Pricing
An agreement must be made between manufacturers and retailers
so that uniform pricing for retail sale can be enforced. Manufactur-
ers should compensate retailers for the amount that prices are
reduced.
Promotion
Display or advertising allowances for digital watches should
be given to large retailers at favorable locations. Periodic
advertisements through various media should be scheduled and brand
names must be translated into Chinese so that brand recognition and
brand preferance can be established. The potential consumers must
be informed of the accuracy achieved, by digital watches. A comparis-
ion must be made with that obtained from mechanical watches and how
and why the new products can satisfy their needs. Manufacturers
should devise a suitable incentive scheme so that salesmen can be
motivated to increase the sales of digital watches to retailers.
The electronic club
Manufacturers of electronic digital watches, especially the
electronic manufacturers, should cooperate and unify to set up a
showroom to display various brands of electronic digital watches.
The various uses, the future development of digital watches, the
specialty market and the merits of digital watches over mechanical
watches should be communicated to people. Finally, an association
for electronic digital watch manufacturers should be set up to
promote the trade of digital watches locally.
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In this thesis, the purpose and methodology of the study
were described. The market for electronic digital watches was also
considered briefly. Through the study, various problems and oppor-
tunities were identified. In this Chapter, conclusions and recom-
mendat ions are included.
The study is carried out with a limited time and budget. It
cannot cover every aspects of marketing electronic digital watches
in Hong Kong. Moreover, the study is also time dependent. The
results are true at the time of the study. Different results may be
obtained at a different time. Therefore, manufacturers should be
careful in interpretating the results of the study. In addition,
manufacturers should pay more attention to the consumers. The
success or failure of electronic digital watches are in the hands of
consumers. It is advisable for manufacturers to carry out consumer
survey before they plan to invest heavily in the production of
electronic digital watches for sale in Hong Kong.
APPENDIX A





Card No. 1 (4)
Hello! My name is I am a
graduate student at the Chinese University of Hong Kong.
I'm conducting a market research project on 'The Potential
of Marketing Electronic Digital Watches in Hong Kong' and
would like to ask you just a few questions. Any information
you provide me will be kept strictly confidential.
進 行 一 個 市 場 研 究 計 劃 目 的 是 探 討 香 港 電 子 數 字 鏢 市 場 的
我 們 將 嚴 守 秘 密 .
(Please place ""or write in"___" for your answer)
I. Possession of Watches
手 錶 的 擁 有
1. Do you possess Watch(es)'
你 有 沒 有 手 錶 Yes (Go to a) 1 (5)
有
No (Go to c) 2
( 請 在 適 當 的 空 位 以 ' √ ' 表 示 你 的 答 案 )
沒 有
(a) If your answer is 'yes', please answer the
following questions:
若 你 的 答 案 為 " 有 " 請 回 答 下 列 問 題
(1) How many watches do you have?
你 擁 有 多 少 只 手 錶 One 1 (6)
Two 2
Three 3
Four or more 4
All questions below are referred to the watch you
bought lastly.
你 好 ! 我 叫 我 是 香 港 中 文 大 學 的 研 究 生 , 我 現 在
四 或 以 上




長 望 , 希 望 你 能 回 答 以 下 數 條 問 題 , 你 所 提 供 的 任 何 資 料
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(b) Details of particulars about the watch bought:
(l)Brand:
2) Price: Below HK$100 01 (8-9)
HK$ 101- 200 02
HK$ 201- 300 03
HK$ 301- 400 04
HK$ 401- 500 05
HK$ 501- 600 06
HK$ 601- 800 07




(3) No. of years bought:
購 買 年 份
Less than 1 1 (10)







more than 10 8
( 4) Types of watches bought:
手 錶 的 種 類 為17
Me chanical `Go to 5) 1 (11
機 械 式 （ 齒 輪 ）
Electronic digital (Go to 6) 2
你 的 手 錶 的 資 料
價 錢
多 過 千 年
電 子 數 學 式
(5) Structure of mechanical watch(es) possessed:
你 擁 有 機 械 式 手 錶 的 結 構錶 的 結 構
Automatic 自動 (12
Water-proof 防 水 (13
Fluorescent (14
Date weekday display (15
日 曆 與 星 期 展 示
Watch case: Metal 金屬 1 (16)
錶 殼 塑Plastic 2塑 膠
Watch band: Metal 金 屬 1 (17)
錶 帶
Leather 皮革 2
Plastic 塑 膠 3
Go To II
(6) Structure of electronic digital watch(es)
你 擁 有 的 電 子 數 字 錶 的 結 構
Possessed:
LED (light emitting diode display) 1 (18)
發 光 二 極 管 展 示 時 間
LCD (liquid crustal disijlav) 2
No. of functions possessed:





Day 星 期 (23)
Date 日 期 (24)
A.M./P.M. 上午/下午 (25)
Total: (Write down the No.) (26)v
請 寫 數 目總 數
夜 光
液 体 晶 展 示 時 間
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(7) Color of watch case:






(8) Color of display panel:



















N.B.: Skip (c) if (a) (b) are answered.
nbII
(c) Why don't you possess a watch?
你 不 购 置 手 表 在 理 由 為 ：
Reasons: Unnecessary
理 由 無 此 需 要
29
Inconvenient to wear
不 方 便 擕 帶
(30)
No money
無 足 夠 金 錢 購 買 (31)
Too expensive





款 式 陳 舊
34)
1He Requirement of modern timepieces
1. The followings are some of the characteristics of
modern timepieces. Please number them from 1-8,
starting with 1 as the most important requirement






No. of functions possessed
Repair maintenance service
Fluorescence
2. Structurally there are two types of watches:
mechanical watches and electronic watches. Do you
know which type is the more accurate one?
Mechanical
Electronic






















現 代 時 計 所 應 具 備 之 條 件
下 列 為 現 代 時 計 所 具 備 之 特 點 。 請 以 1-8 先 後
置 於 你 認 為 適 當 的 位 置 。 8 表





製 造 國 家
用 途 多 寡
修 理 及 保 養 服 務
夜 光
市 面 上 的 手 錶 ， 有 兩 種 基 本 結 構 ：
機 械 式 及 電 子 式 。 閣 下 知 否 何 種 結 構 比 較 準 確
機 械 式
電 子 式
閣 下 認 為 電 子 表 準 確 度 如 何 ？
五 秒 （ 每 月 快 慢 ）
三 十 秒 （ 每 月 快 慢 ）
一 分 鐘 （ 每 月 快 慢 ）
五 分 鐘 （ 每 月 快 慢 ）
1 表 示 最 重 要
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III. Consumers' acceptance for electronic digital watches
顧 客 對 電 子 數 字 表 的 接 納
An electronic digital watch is a minature solid-
state "computer". Unlike conventional mechanical
watches, it has no springs, no wheels, no gears, no
levers or even no hands. Or anything else that moves
or could wear out. A tiny encapsulated quartz crystal,
powered by two inexpensive cells provides the precise
oscillation frequency (32,768 per second) that gives
the incredible accuracy of +60 seconds annually.
Note: Show the interviewee photographs of LCD & LED
1. Do you know that there are electronic digital
watches on sale in Hong Kong?
你 是 否 知 道 現 在 已 有 電 子 數 字 表 在 香 港 出 售 ？
Yes (Go to a) 1 (45)
No (Go to b) 2
(a) From where did you first obtain information
about electronic digital watches?








(b) There are 2 types of electronic digital watches:
(i) LCD (Liquid crystal display) gives con-
tinuous display of time automatically & (ii)
LED (light emitting diode display) gives dis-
play of time on pressing buttons only. Which
one of them would you prefer to buy assuming
all other things are the same?
電 子 數 字 表 為 一 小 型 電 腦 ， 不 同 于 普 通 的 機 械 式 手 錶
電 子 表 沒 有 什 麽 彈 簧 ， 特 輪 ， 齒 輪 ， 平 衡 稈 鏈 。 電 子 錶 甚
至 沒 有 任 何 可 移 動 的 及 容 易 磨 損 的 部 份 。 電 子 錶 的 振 動
頻 率 （ 每 秒 32768 次 ） 是 由 一 塊 裝 在 小 上 裡 而 由 二 塊 廉 價
電 池 供 應 能 量 的 石 英 晶 體 聽 發 動 ， 所 以 能 夠 產 生 每 年
差 誤 不 超 過 六 十 秒 的 不 可 思 議 的 準 確 性






鐘 錶 公 司




電 子 數 子 錶 有 兩 種 ：
1 液 体 晶 显 示 可 以 作 连 续 不 断 把 时 间 自 动
表 示 出 来
2 二 極 管 顯 示 要 控 制 才 可 以 把 時 間 表 示 出 來
假 若 這 兩 種 裝 具 備 有 其 他 一 樣 優 點 ， 你 願
意 買 那 一 種 呢 ？
Continuous display (LCD)
連 續 顯 示
1 (53)
Single Shot display (LED) 2
控 制 才 顯 示
(c), Since electronic digital watches are powered
by tiny cells would you mind returning them
to the sole agent or manufacturer for re-
placement of cells at your cost of say, HK$10
annually if you possess an electronic watch?
電 子 數 字 錶 是 袖 珍 電 池 所 推 動 。 如 你 擁 有 此
種 手 錶 ， 你 是 否 介 意 每 年 花 費 港 幣 十 元 將 手 錶 送 回
代 理 處 或 製 造 商 更 換 電 池 ？
Yes (Go to d) 愿 意
No (Go to (1)) 不 愿 意
1 54
2
(1) Reasons for not willing to return to
replace cells:
不 愿 意 送 回 手 表 以 更 换 电 池 在 理 由 为 ：
Inconvenient 不 方 便






送 回 时 幷 無 任 何 代 替
的 計 時 器 可 用
(57
(d) Do you intend to buy a new watch?
你 是 否 準 備 購 買 新 手 錶
Yes (Go to e) 是





(e) Rate of substitution 取 代 率
(1) If you intend to buy a new watch, which
type will you buy- mechanical watch or
electronic digital watch?
構結 構 ： 機 械 式 的 或 電 子 數 字 式 的 手 錶 ？
Mechanical (Go to f or IV) 1 (59)
2Electronic (Go to (2)) 電子式
(2) When will you intend to buy an
electronic digital watch?
錶
1 (60)Less than 1 year
21- 2 years
2- 3 years 3
43- 4 years
5 or more years 5
(3) Why do you intend to buy an
electronic watch?
Out of curiosity (61
More accurate (62






As a gift or plaything 67)
當 作 禮 物 或 玩 物
For examination 68)
(4) Since most electronic digital watches are
manufactured by electronic Co., do you
mind buying electronic digital watch from
dealers of electronic equipment rather
than watch Co.?
電 子 數 字 錶 多 由 電 子 公 司 製 造 。 你 是 否 願 意
從 電 子 錶 器 商 而 非 鐘 錶 商 購 買 電 子 數 字
如 你 準 備 購 買 一 新 手 錶 ， 你 會 選 擇 何 種
你 將 於 何 時 購 買 一 電 子 數 字 錶 ：
你 為 何 準 備 購 買 電 子 錶
出 於 好 奇
更 准 確
一 種 高 雅 的 計 時 表 示
不 可 缺 少 的
市 面 無 機 械 式 手 錶 供 應





(5) What is your opinion about the favorable
places for buying electronic digital
watches?
你 認 為 從 何 處 買 電 子 錶 最 理 想 ?
Watch Co. 1鐘 錶 公 司 (70)
Department Store 2
電 子 公 司Electronic Co. 3
Supermarket 超 級 市 場 4
Photographic Instrument Co. 5
攝 像 器 材 公 司
(6) Since conventional watch dealers cannot
repair electronic digital watches, are
you willing to approach the manufacturer
directly?
電 子 數 字 鏢 , 你 是 否 願 意 直 接 接 觸 製 造 商
Yes 1 71)
No 2
If you possess a watch, go to (IV)
otherwise continue (f)
(f) Created demand: This section is answered by
those who do not possess watches.
創 設 要 求 : 此 段 由 無 手 錶 者 回 答
(1) Why don't you have a watch:
你 為 何 沒 有 手 錶
Unnecessary (72)
不 需 要
Inconvenient, to wear (73)




No ideal style (75)
無 合 意 款 式
Nn money to buy
76)
無 金 錢 購 買
Parents do not buv for me 77)
百 貨 公 司
是
若 傳 統 的 手 錶 製 造 商 不 能 修 理
是
否
父 母 并 無 購 置 給 我
83
(2)Do you intend to buy an
electronic digital watch?




(3)When will you buy one?
你 將 會 在 何 時 購 買 ？
Less than l year 1 (79)
1-2years
3-4years







Card No. 2 (4)
(4)Why doyou intend to buy one?
你 為 何 準 備 購 買 手 錶 ？
As a present 作 為 禮 物 5




More accurate 比 較 準 確 8
Prestige 夠 威 (9)
Got a job 已 獲 得 工 作 10
For examination 作 考 試 用
11
IV. Pricing
1.Are you willing to pay more for an electronic digital
watch? 你 是 否 願 意 為 一 準 確 的 電 子 錶 而 付 出 較 高 的
售 價 ？
Willing (Go to 2) 願 意 ，
1(12)
Not willing (Go to V) 不 願 意 2
2.How much will you pay for an elecronic wathc?
你 願 付 何 種 價 錢








3. Which will you most prefer whenou buy an electronic
watch?
10% discount on sale price (14)
減 價 百 份 计
No discount but a gift calculator (15)
無 減 價 但 贈 送 一 部 計 算 機
Free maiitenance service for 2 years (16)
免 費 保 養 兩 年
4. Electronic digital watches made in H.K. are much
cheaper than those imported. Will you prefer to
buy one made in H.K. for $400 or exactly the same
one imported abroad fr HK$500?
比香 港 電 子 錶 比 入 口 的 價 為 便 宜 ， 你 願 意 選
Made in H.K. 港 1 (17)
Imported abroad 入口 2
5o Assuming all things (e.g. style, color of watch band
etc.) are equal for two electronic digital watches
except the display of time, which will you prefer to
pay less if you prepare to buy one?






擇 售 價 四 百 元 的 港 製 電 子 錶 或 是 售 價 五 百 元 的
入 口 電 子 錶




1. Which one of the following brands of electronic
digital watches are you most fermilier with?





亞 米 加Omega 5
Collins Precision 6嘉 林
Orient 東 方 7
Others 8
Don't know 不 知 道 9
2. Do you think a Chinese translation for the brand
name is necessary for-electronic digital watch?
其 他
星 辰
你 認 為 電 子 表 是 否 需 一 中 文 牌 子 名 稱 ？
Yes 1 (20)
No 2否
3. Do you have confidence in the reliability of H.K.
made electronic digital watche?
對 本 港 製 的 電 子 表 的 可 靠 性 有 沒 有 信 心 呢 ？
Yes 1 (21)
No 2
4. Do you think it is a good practise for a manufac-
turer to use its name as the brand name for
electronic digital watches?
你 覺 得 製 造 商 用 完 的 廠 名 來 造 電 子 表 牌 子 的 名
Yes 1好 (22)
No 不 好 2
5. Is brand name a more important criterion than price
or style when you prepare to buy an electronic
watch?
留 你 貿 電 子 表 時 ， 牌 子 名 是 否 比 較 價 格 或 款 式 為
重 要 呢 ？






Yes 是 1 (23)
No 否 2
6. Would you buy an dlectronic digital watch which does?
not have Chinese brand name?







VI. Miscellaneous 其 他
2. Where will you prefer an electrionic digital watch
is made from?




manufacturer & electronic Co.
Immaterial
鐘 錶 製 造 商
電 子 公 司






2. Have you ever travelled outside of Hong Kong other
than Macau?
除 澳 門 外 , 你 會 否 到 卟 地 旅 行 ?
Never 永 無 1 (26)
By plane 搭 飛 機
By boat 從 水 路 前 往




3. If the economy of Hong Kong becomes better next
year, are you willing to spend more when your
income increases?
如 香 港 的 經 濟 環 境 將 於 明 年 好 轉 , 你 是 否 願 意








4. What is your opinion on the birth of electronic
digital watches?
你 對 電 子 錶 在 發 明 有 何 意 見 ？
Completely unnecessary
完 全 不 需 要
1 (28)
Technological breakthrup-r 2
技 術 上 在 突 破
Revival of electrnnic industry
電 子 工 業 在 復 興
3
Wasteful of resources
浪 費 資 源
4
Rival to mechanical watc





5. How many functions do you think an electronic
digital watch should uossess?



















A.M./P.M. 上 午 / 下 午 35
Total
总 数
(Write down the No.)
填 上 數 目
(36)
6. For LED watch, you have to press the button to read
the time. Do you think it is impolite inconveni-
ent to do so, especially when you are talking with
your friend?
當 你 和 朋 友 談 話 時 ， 你 覺 得 用 手 去 按 錶 才 可 以 知 道
時 間 ， 是 否 無 禮 貌 和 方 便 呢 ？
a Don't mind 無 所 謂
Impolite 無 禮
(b) Convenient 方 便








7. Would you buy an electronic digital watch that is
(a) not waterproof & (b) not shockproof?















8. What do you expect of mechanical watches in the
future?
你 對 於 機 械 式 手 錶 的 未 來 有 何 意 見 ?
All remain unchanged
Rapid drop in price
Gradually driven out of the
watch market
Don't know
完 全 沒 有 改 變
價 格 急 降






9. What color of light for display of time do you
prefer?

















VII. Classification information 分 類 資 料
The following questions are classification purpose
only. All information obtained is kept strictly
confidential.
下 列 問 題 為 提 供 分 類 資 料 而 設 。 對 你 所 提 供 的 答 案
我 們 將 嚴 守 秘 密 。





















4. Marital Status: Single (491
婚 姻 狀 況
獨 身
Married 已 婚 2
Others 3
5. Occupation: Professional l專 業 (50)
職 業 White Collar 2
Blue Collar 3
Business Executive 4
Merchant 商 人 5
Civil Servant 公 務 員 6
UnemDloved 無 職 業


















商 業 行 政 人 員
其 他







7. Personal monthly income:
每 月 個 人 入 息 為 Below HK$700 01 (52-









8. Most favourite hobby:'
Swimming
游 水 1 (54
Motor Cycling 騎 電 單 車 2
駕 駛 汽 車
最 喜 愛 的 嗜 好
Driving Car 3
Carnping 露 營 4
Rall Gamo 球 類 5
Hiking 遠 足 6
Sailing 航 行 7
居 住 地 區
Playing Musical Instrument 玩 樂 器 8
Other 其 他 9
9. Living district





區東 North Point (56
South (57
Wan Chai Tai Hang (58
灣 仔 Wanchai. 灣 仔 (59
CentralCentral 中 區 (60)
中 區 Peak (61)
Western Sheunar Wan 上 環 (62)
西 西 營 盟區 West (63)
Mid-level 串 山 區 (64)
Pokfulam 薄 快 林 (65)






Yau Ma Tei: Tsim Sha Tsui 尖 沙 咀 (67)
Yau Ma Tei 油 蔴 地 (68)
Mong Kok: Mong Kok 旺 角 (69)
Kowloon City: Hung Hom 紅 磡 (70)
Ho Man Tin 何 文 田 (71)
Kowloon Tong 九 龍 塘 (72)























THANK YOU VERY MUCH FOR YOUR COOPERATION!










Card No. 1 (4)
Hello! My name is . I am a
graduate student at the Chinese University of Hong Kong.
I'm conducting a market research project on 'PROBLEMS AND
OPPORTUNITIES FOR MARKETING ELECTRONIC DIGITAL WATCHES IN
HONG KONG' and would like to ask you a few questions.
Any information you provide me will be kept strictly
confidential.
你 好 ! 我 叫 。 我 是 香 港 中 文 大 學 的 研 究 生 。 我 現 在
進 行 一 個 市 場 研 究 計 劃 ， 目 的 是 探 討 香 港 數 字 錶 銷 售 的
問 題 及 機 會 ， 希 望 你 能 回 答 以 下 數 題 問 題 。 你 所 提 供 的 任
何 資 料 ， 我 們 將 嚴 守 秘 密
(Please place a or write in for Your answer)
( 請 在 適 當 的 空 位 ， 以 填 上 你 的 答 案 在 上
I. Types of Watches on sale
1. What types of watches are there on sale at your
shop?




機 械 式 （ 齒 輪 ）








2. Why don't you sell electronic digital watch?
為 何 不 發 售 電 子 數 字 錶 子
No salesman has ever called on
Low profit margin
The market is too small
Mechanical watch are more
preferred by consumers
(Go to II if Question 2 is answered.)
沒 有 任 何 推 銷 員 到 訪 ？
利 潤 低
市 場 太 小






3a. How long have you been selling electronic digital
watches?
你 发 售 的 電 子 錶 是 何 時 開 始 買 入 ？
Less than 3 months 少 遇 三 個 月
3 months 三 個 月
3- 6 months 三 至 六 個 月
6- 12 months 六 至 十 二 個 月
1 year
1- 2 years
More than 2 years
一 年
一 致 二 年








3b. Please indicate the brands of electronic digital
watches that are available at your shop and rank
them with 1-5 with 1 as the best seller and 5 as
the fifth best seller watch.
請 在 下 列 的 手 錶 牌 子 中 ， 選 出 五 種 在 貴 寶 號 有 發
“1”“5”
不 產 銷 者 。 （ 每 一 數 字 只 可 用 一 次 ）
Brands of electronic digital watch available in
your shop
Argentronic 11-12 International
Armitron (13-14) Watch Co. (39-40)

























EWT (electronic Orient 东 方 (57-58)
watch
technology (29-30) Picoh (59-60)
Greenwich (31-32) Quasar (61-62)
Hamiltor 咸 美 碩 (33-34) Ricoh 麗 確 63-64
Heuer (35-36) Sandoz 山 度 士 (65-66)
Heuer (37-38 Seemos (67-68)
嘉 林
95







II. Term of payment to wholesalers/manufacturer/sole-agents
etc.
付 款 給 批 發 商 製 造 商 代 理 商 等 的 期 限
1. What is the usual (or average) terms of payment





1 - 5 days (6) (15)
6 -10 days 六 至 十 日 (7) (16)
11-15 days (8) (17)
16-29 days (9) (18)
30 days 三十日 (10) (19)
31-45 days (11) (20)
45-60 days (12) (21)
三 十 一 至 四十 五 日
Over 60 days 六 十 日 以 上 (13)
四 十 五 至 六 十 日
(22)
2. Is there any discount or allowance offered to new
watches and what is the usual (or average) total
discount or allowance %?
新 出 的 手 錶 有 沒 有 折 扣 或 津 貼 ? 又 通 常 ( 或 平 均 ) 的
電 子 數 字 式
總 折 扣 或 津 貼 百 份 率 是 多 少 ?
你 買 的 手 錶 通 常 付 款 限 期 是 多 少 ?
現 金
一 至 五 日
十 一 至 十 五 日




Cash discount (23) (28
現 金 折 扣
Quantity discount (24) (29)
Advertising allowances廣 告 津 貼 (25) (30)
Showroom disDlav allowance (26) (31)
窗 陳 列 津 貼
Total discount or allowance (27) 32)
總 折 扣 或 津 貼
3. What is the usual% mark-up on watches?




電 子 數 字 式
Less than 15% 少過百份之十 1 (33) 1 (34)
15- 25 2 2
26- 30 3 3
31- 40 4
41- 50 5 5
51- 70 6 6
71 -100 7 7
3. Salesmen's calls & orders for watches
手 錶 推 銷 員 的 到 訪 和 訂 貨
1. What is the average time a salesman calling on
your shop once?
推 銷 員 平 均 多 久 到 貴 號 一 次 ？ Electronic
Once every Mechanical digital
機 械 式
電 子 數 字 式
1 day (35) (41)
2-3 days (36) (42)
3 - 7 days (37) (43)
8-14 days (38) (44)
14- 30 days 十四至三十日 (39) (45)
Over 30 days (40) (46)
電 子 數 字 式
數 量 折 扣
廣 告 津 貼
百 份 之 十 至 三 十
百 份 之 二 十 之 三 十
百 份 之 三 十 一 至 四 十
百 份 之 四 十 一 至 五 十
百 份 之 五 十 一 至 七 十
百 份 之 七 十 一 至 一 百
4
一 日
二 至 三 日
三 至 七 日
八 至 十 四 日
三 十 日 以 上
- - - - % - - - - %
- - - - %- - - - %
- - - - %
— — %
— — % — — %
— — % — — %
96
97
2. How do you place an order?
你 怎 样 订 货
Electronic
Mechanical digital
電 子 數 學機 械 式
When salesmen call on (47) (52)
當 推 銷 到 訪 時
By telephon (48) (53)
用 電 話
Ona regular time basis (49 (54)
定 時 間 由
All the above method (50) (55)
上 面 所 有 方 法
Others (Please specify) (51) (56)
其 他 （ 請 說 明 ）
3What is the size of an order?
訂 一 次 貨 的 平 均 數 量 是 多 少
Electronic
Units Mechanical digital
數 量 （ 只 ） 機 械 式 電 子 數 學
1- 3 1 57 1 (58)
4- 8 2 2
9- 12 3 3
13-20 44
二十一至三十21-30 5 5
31- 50 6 6
Above 5C 7 7
4. How frequent do you place an order?
你 訂 貨 的 次 數 是 多 少
No. of times Electronic
per month Mechanical digital
機 械 式每 日 的 次 數 電 子 數 學 式
1-2 一至 01 (59- 01 (61-
60) 62)三至四3- 4 02 02
六5- 6 五至 03 03
七至八7- 8 o4 04
9-10 九至十 05 05
More than 10 以 上 06 06
一 至 三
四 至 八
九 至 十 二
十三至二十
三十一至五十
五 十 以 上
5. What is the average cost (in dollars) of an order?




電 子 數 字 式
Less than 1,00 163一 千 以 下 1 (64
1,000- 3,000 2 2
3,001- 5,000 3 3
5,001- 8,000 4
8,001 -11,000 5 5





6. How soon are the watches ordered usually
delivered?
所 訂 的 手 錶 通 常 幾 時 送 到
Electronic
Mechanical digital
機 械 式 電 子 數 字 式
Within 1 day 1 (65) 1 (66)
一 至 二 日
1- 2 days 2 2
3-5days 3 3
6-8 days 4
More than 8 days 八日以上) 5 45
Note: Section IV V are answered by retailers who
have electronic digital watches on sale.
For those who do not sell electronic digital
watches, please continue VI on page 8.
一 千 三 千
機 械 式
三 千 至 五 千
五 千 至 八 千
八 千 至 一 萬 一 千
一 萬 一 千 以 上
4
一 日 之 內
三 至 五 日
六 至 八 日
98
99
IV. Consumers' acceptance for electronic di vital watches
1. What are the average sales of watches of your Co.
each day? How many days do your Co. open for
business every month?
貴 公 司 每 日 的 手 錶 營 業 額 是 多 少 ？ 貴 公 司 每 月 營 業
多 少 天 ？
Electronic
Mechanical digital
機 械 式 電 子 數 字 式
Sales per day
每 日 營 業 額
Units (5-9) (l0-13)
HK$ (14-19) (20-25)
No. of business day,
營 業 日 數
Sales per month (26-32) (33-39
每 日 營 業 額
Sales per year. (48-53)(40-47)
每 年 營 業 額
2. How many potential customers ask for electronic
digital watches and how many of them do buy that
type of watches each dav?
每 天 有 多 少 顧 客 詢 問 電 子 數 字 鏢 ？ 每 天 他 們 有 多
Ask for Bought
詢 問 買
Electronic digital (56) (57)
電 子 數 字 式
少 人 買 這 類 型 的 手 錶 ？
3. Which type of display for electronic digital
watches do customers preferred and what is
the ratio?
顧 客 喜 歡 那 一 種 電 子 數 字 鏢 的 顯 示 時 間 示 法 ？
LED LCL
液 體 晶 顯 示修 光 二 極 顯 示
More preferred (58) (59)
較 喜 歡
Ratio of preference (60) (61)
喜 歡 程 度 的 比 例
又 比 例 是 多 少 ？
100
4. Who are the major buyers of electronic digital
watches?
電 子 數 字 錶 的 主 要 顧 客 是 誰 ？
中 國 人Local citizen: Chinese 1 (62)
本 地 居 民
European 2
All the above 3
遊 客Tourists (63)
5. When do customers usually ask for repair or main-
tenance problem of electronic digital watches?
顧 客 通 常 任 何 時 間 詢 問 電 子 數 字 錶 的 修 理 或 保 養
問 題 ？
Before buying 1 (64)
After buying 2
Never 3
6. Do customers buy those electronic digital watches
that have no advertisement on newspaper, magazine,
radio or TV?
顧 客 買 不 買 沒 有 仔 報 紙 雜 誌 電 臺 或 者 電 視 沒 有 廣 告




7. Are sales record of HK made electronic digital
watches as good as those imported from abroad
購 買 之 前




港 製 電 子 數 字 錶 銷 售 量 是 否 從 外 國 入 口 的






香 港 製 的
銷 售 量 較 高
入 口 的
V. Repair maintenance service for electronic digital
watches
1
電 子 數 字 錶 的 修 理 和 保 養 服 務
1. How do your Co. repair electronic digital watches
and how long will it take?
貴 公 司 怎 樣 修 理 電 子 數 字 錶 ？ 需 要 多 久 ？
Repair & maintenance Time required (days)
修 理 和 保 養 所 需 時 間 （ 以 日 計 ）
By own Co. 1(67) - 日1 1 (68)
由 自 己 公 司 負 責 二至三日 22- 3
Sending back to
4-5 四至五日mAmIfarfiirer 32
6- 10 4十日至交 還 製 造 商 負 責 了
More than 10
days 5十 日 以 上
2. Have customers ever complained that the repair
and maintenance service is too long?
顧 客 有 否 抱 怨 修 理 和 保 養 服 務
Yes 1是 (69)
No 2
3. What do you recommend concerning the repair
and maintenance problem?
對 修 理 和 保 養 問 題 ， 你 有 何 推 意 ？
設 立 服 務 中 心Establish service centre 1 (70)
Follow the present method 2
Train repairman for,
帶 零 售 商retailers 3
No suggestion 沒有提議 4
4. When do you expect electronic digital watches
will dominate the watch market?
你 預 料 電電 子 書 字 表 在 何 時 會 雄 霸 市 場 ？
1- 2 years 1 (71)
3- 4 years 2
4- 6 years 3
6- 8 years 4
8- 10 years 5
十年以上More than 10 years 6
Never 永 不 7
否
六
依 現 行 方 法
訓 練 修 理 員
一 年 至 二 年
年 至 四 年
四 年 至 六 年
六 年 至 八 年






Card No. 4 (4)
VI. Classification information
The following questions are for classification purpose
only. All information obtained will be kept strictly
confidential.
下 列 問 題 是 為 提 供 分 頻 資 料 而 設 ， 對 於 你 所 提 供 。
答 案 。 我 們 將 嚴 守 秘 密 。
1. Actual sales of watches last month?
上 月 手 錶 的 確 實 營 業 數 字
Units HK$
單 位 港 元
Mechanical 機 械 式 (5-9) (14-21)
Electronic digital (10-13) (22-29)
電 子 數 字 錶
2. Capital invested value of stock of watches
last month?
投 資 的 資 本 和 上 月 手 錶 存 貨 的 價 值
Capital Value of stock資 本
HK$
存 貨 價 值
(30-36) (37-44)
3. Locations of shop
Hong Kong: North Point
港 元
(45

























九龍 Yaumatei 油蔴地 (55)
Mongkok 旺角 (56)
Kowloon City 九龍城 (57)
Shamshuipo 深水埗 (58)
Others 其 他 (59)
新 界
New Territories (6o)
How long has your Co. been in the watch business?
貴 公 司 在 鐘 錶 業 有 多 久 歷 史 ?
1- 10 years 一至十年 1 (132)
11- 20 years 十一至二十年 2
21- 30 years 二十一至三十年 3
31- 40 years 三十一至四十年 4
41- 50 years 四十一至五十年 5
51- 60 years 五十一至六十年 6
61- 70 years 六十一至七十年 7
Above 70 years 七十年以上 . 8
THANK YOU VERY MUCH FOR YOUR COOPERATIONS!





GUIDELINE FOR MANUFACTURER SURVEY
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Guidline for Manufacturer (in-depth) Interview
1. Nature of business and the market history of electronic digital
watches in Hong Kong.
2. Major customers of electronic digital watches.
3. Term of payment given to wholesalers, sole agents or retailers.
4. Promotion methods.
5. Past sales in units and HK$.
6. Total annual sales of electronic digital watches in Hong Kong.
7. Total annual sales of electronic digital watches in Hong Kong.
8. Market forecast for electronic digital watches.
9. Market share for electronic digital watches.
10. Impact of electronic digital watches on mechanical watches.
11. Prospect of electronic digital watnhPcz_
12, Recommendations on production of the types of watches--
mechanical, electronic digital or both?
l3o Are there any additional opportunities available in marketing
electronic digital watches in Hong Kong?
14. Major problems encountered in marketing electronic digital
watches.
15. Are consumer, retailer surveys necessary?
16. Ask for material, pamphlet, information and advice for the study.






COLOR OF LIGHT FOR DISPLAY OF
TIME PREFERRED
COLOR OF LIGHT FOR TIMEDISPLY
RED GREEN BLUE VIOLET ORANGE
BASE
PERSUNA1. MONTHLY. 154 59 21 672 16
INCUMF 100.0 100.0 100,0 100.0 100.0 100 0 0
46.8100.0 13.625.3 3.9 10.4
BELOW HK$700 1037 18 14 4
COL, x 24.0 25.025.6 19,90 16,7 25.0
ROW % 27.0 48.6100.0 10.8 2.7 10.8
HK$701 - 1,000 1344 17 8 3 3
COL,% 28. 6 33.5 23.6 50.038,1 18.7
ROW % 38.610O.0 29.5 6.8 6.818.2
2MK$1.001 - 1.5OO 40 11 18 2 7
26,0COL.% 28.2 25.0 9.5 33. 3
ROW % 45.0100.0 5.027.5 5.0 17.5
HKS1.501 2,000 13 1 9 2 0 1
COL, % 12,5 9,52.6 0,0 6.28.4
100.0ROW % 69.2 0.015.47.7 7.7
HK$2,001 2.500 9 4 2 0 1
COL, % 5.8 9.55,6 0,0 6.2
ROW % 44-4100.0 22.2 22.2 0.0 11,1
U
HK$2,501- 3.000 2 2 0 0 0
COL. % 1.3 0.U 2.8 0,0 0,0 0,0
ROW % 100.0 0.0 100.0 0.0 0.0 0.0
HK$3,001 - 4.OO0 12 1 0 0 0
COL. % 1.3 2.6 1.4 0.0 0.0 0.0
ROW % 50.0100.0 50.U 0.0 0.0 0.0
HK$4.001- 5.000 15 3 1 0
COL. % 3.2 2.6 4.84.2 0.0
20.UROW % 100.0 60.0 2O.O 0.0 0.0
NK$5.001 - 8,000 01 0 1 0 0
COL. % 0.6 0.0 0.0 4.8 0.0 0.0
ROW % 100.0 0.0 0.0 100.0 0.0 0.0
ABOVE HK$8.000 01 0 1 0 0
0.6COL• % 0.0 0.0 4.8 0.0 0.0








POLITENESS & CONVE N IENCE OF
PRESSING L E D WATCHES
POLITFSS CONVENIENCE
DONIT IMPO- CONVE- INCO-
SASE MTNU LITE NIENT NVEN.
PEPS ONAL. MO.NTN 154 21 13357
I N C 0 M F 100.0 100.0 10000 100.0 100.0
57.0 86,463,0 13.6100.0
16 3111 637BELOW HKS700
24.0 19.3 23,328,6
83.8ROW % 1 00.0 29.770.5 16.2
25HKS701 1,000 374 4 19 7
28.6C U L.% 33.325.8 33.3 27.8
Row 56.8 849 14 3.l100.0 15 .9
L440 35HKS1*001 1/5OO 516
26.0COL. % 28,124.1 23,8 26,3
ROW% 40,0 87,5100.0 600 12,5
1 6HKS1.501 2.000 1213 1
8.4
_COLD_ % 10.5 9.04.87.2
_7.7
5 3. 600. 46.2ROW 92.3
SMK$2,001• 2,500 9 1 2 7
COL, % 5. 8 9,58.2 5.31.8
11.1 22.2R8.9ROW% 100.0 77.8
HKS2,5O1 40 3,1000 2 0 2
COL. % 1.3 1.U 1.8 0.0 1.5
ROW % 50.0100.0 50, 0.0 100,0
HKS3,001 4.000 1 02 0 2
C0LS% 1.3 0,02.1 0.0 1.5
-0.0
'100.0, 1 00. 0ROW 0.0 100.0
4HK$4,001-5,000 5 0 5
COL.% 3.2 1. t34o1 3,80,0
ROW % 100.0 80.0 20,0 0.0 100.0
HK$5,001 8,000 u1 0 I
0.6COL. % 0u 1,8 0,80,0
ROW % 100.0 0.0 100.0 0,0 100.0
ABOVE HK$8,000 1 1 0 1
0.6COL. % 0.0 1.8 0,0 0, 18
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ROW % 24.3100.0 75.
HKS7U1 1,000 44 16
COL. % 28,6 31.427.2
ROW % 63.6 36.4100.0
25HKS1.001 1.500 40 15
COL. % 26.0 29,424.5
ROW % 37.562.5100.0
HK$1,501 2,000 413
8.4COL. % 8.7 7,8
100.0ROW % 30.869.2
HKS2,001- 2.500 9 4
COL. % 5.8 4.9 7,8
44.4ROW % 55.6100.0
HK$Z.501 3.000 1 1
COL. % 1.3 1,0 2,0
100.0ROW % 50.050,0
HK$3.001 so 4.000 02 2
CULL % 1.3 0,0 3.9
ROW % 100,0 0,0 100,0
HKS4.001- 5.000 5
COL. % 3.2 004.9
ROW % 0.0100.0 100.0
HK$5.001- 8,OOO 1 0
COL, % 1.0 0,0
ROW % 100.0 100.0 0,0
ABOVE HK$8,000 11 0
0.6COL. % 0.01,0100.0













REASONS FOR NOT WILING TO TETURN
\IATCHES TO REPLACE CELLS
CONVhNIENCF EXTRA-COST NO SUBSTIT
YES NO YES- NOI NOON- CONV..
I3ASFVENIENT EN,
41154PEPSUNAL MONTHLY 24 130112 14311---- I NCUMF...__
100.0 100,0 100.0 100.0 100,0 100.0
84.472.7100.0 9219?7.3 15.6 71
BELOW HK$700 l 3437 3 130 36
24,o 26,816.7 26.2 25929,112.5
ROW% 91 .918.9 8.1100.0 97.32.781 .1
HKS7U1 1,000 11 6 38334 4 5 39
COLD % 28.6 19,526.2 45.529.225.0 2793
ROW% 75.025.0 86.413.6100.0 11.4 88.6
11HK$1,001-1,500 40 291128 2 38
26.0COL. % 25.0 45.8 229328.6 1802 26.6
ROW% 7090100.0 27.5 72.53 000 95.0500
6HK$1,501-2,000 13 7 2 11 1 12
8.4--- COL, % 8,36,2 8.514.3 8,49,1
ROW 5 84.653,o84691 7.71 5,4 92,31G0.0
4 5HK$2, 001 -w 2#500 89 1 2 7
COAL. % 5.8 9.5 4.5 4,2 6o2 18,2 409
ROW % 55,6 88.9100.0 44.4 11.1 77,822,2
uhK$2.501- 3,000 22 1 1 0 2
0 u0.0COL. % 4,2. 3 0.8 1,4000
ROW% 100_0 0.0 100.0 50.0 50.0 0.0 100.0
HK$ 3,001 -4,000 1 0 02 0 2
CGL. % 1.3 0.04.8 0.0 195 0,0 . 1, 4
--------------- ROW % 100.0 100.0 0.0 0.0 100.0 0.0 100.0
U 5HKS4$001 5.000 . 5 0 5 0 S
COL. % 3.2 000 4.5 000 3.8 3.5000
ROW% 100. 0,0 100.0 0.0 100.0 0.0 100.0
.0
HK$5,00-8,000 U 1 0 1I 1
0.6 0.9COL. 0.U 0,80,0 0070,0
ROW % 100,01114.0 0.0 100.0 0.0 1000
u 1ABOVE HKSR,000 1 0 1 0 1
0.6COL. % 0.0 0,9 0,0 008 0,7000
ROW % 0.0 100.0 000 1000 0 0.00.0
111
TABIE 4.6





154 25 129PEPSONA MONTHLY
I IJCOOMF 100.0 100.0 100.0
839816.1100.o
.
BELOW H K$700 137 30
24,0 23,328.0
18.9ROW % 100.0 8 1. 1
hK$701 1,000 4 4 39
COL.. X% 28.6 30,220
ROW % 86100.0 11..4
HK$1,001 1,500 35
26,0CLjL, % 27,120.0
ROW% 87.5100.0 1 2.5
3MKS1/501 2.000 13 10
8.4--...---'------_ COL. % 12.0 7.8
ROW % 100.0 76.92.3.1
HKS2.001 2, 500 4 7
COOL. % 5.8 5.4890
ROW % 77.8100.0 22 .1
HKS2,501- 3,000 1 1
COL. % 1.3 4,U 006
RUW % 50.0 50.0100.0
HK$3, 001 4, OOO 0 2
1.3CUL. % 0.0 1.6
RUW 100.0 0.0 100.0
HK$4,001- 51000 15 4
3.7CUL. 4,0 391
ROW% 100.0 8O.O20.0
1KS5.001 A/ 000 11 0
0.6COOL,% 4.0 0.0
ROw % 100.0 100.0 0.0
ABOVE HK$8,000 1 10
0.6%C 0 L 0.0 0,8
ROW 100.0 0.0 100.0
112
TADLE 4.7





VALUE OF 0 2020





51,000 - 120,000 02 2
10.0COL. % 10.00,0
ROW % 100.0 0,0 100.0
121,000 - 200,000 03 3
15,0COL.% 15.00.0
ROW % 100.0 0.0 100.0
201.0 00- 300, 000 03 3
15.0 15.00,0COL.
%ROW 100.0 0.0 100.0
301,000 400,000 1 0 1
COL. % 5.0 5,00.0
ROW X 100.0 0.0 100.0
401,000- 500,000 03 3
15.0COL, % 15.00.0
ROW % 100.0 0,0 100.0
ABOVE 500,000 08
40.0COL. % 40, 0 0.0





TIME i.E UIRED TO REPAIR AN ELECTRONIC
DIGLTAL WATCH
TIME RFQUIRED TO REPAIR (DAYS
I 2-3 4-5 6-10 ABOVE
BASE 10
VALUE OF 2 0 0 U1 163
STOCK 100.0 100 ,0 100.0 100,0 100.0 100.0
100.0 5.00.0 0.0 15.0 R0.0
BELOW 50,000 0 0 00 0 0
coL % 0.0 0.00.0 0.0 0.0 0.0
ROW Y. 100.0 0.0 0.0 0,0 0,0 0.0
.C51,000- 120,000 2 n 0 0 2
10.0COL. X o. 0 0,0 0.0 0,0 12.5
ROW X 100,0 0.0 0 .0 0.0 1 00 .0
121,000- 200.000 3 0 0n 1 2
COL. X 0.0 0.015 .0 0.0 33.3 12.5
100.0ROW X .00.0 0.0 66.7
201, 000 300, 000 3 0 0 0 0 3
15.0COL.% 0.0 0.00 .0 18,70 .0
ROW Y. 100.0 0.0 0.0 0.0 0.0 100.0
301,000- 400 o000 1 0 0 0 0 1
COL.% 5.0 0.0 0-.0 0.0 0,0 6.2
ROW Y. 100.0 0.0 0.0 0.0 000 1on_o
401,000- 500,000 0.3 C) 0 1 2
1 5.0COI. X 0.00.0 0,0 33.3 12.5
ROW X 100.0 0. 0 0.0 0.0 33.3 66,7
ABOVE 500,000 8 0 1 0 h1
COL.% 0.0 100.0 33.3. 37.50.0
RW Y 12.5100.0 0.0 0.0 12.5 75,0
114
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VALUE OF 1020 10
STO Ck 100,0 100.0 100.0
50.0100.0 50.0
BELOW 50,000 0 0
0.0COL.% 0.0 o.o
ROW% 100.0 0. 0 0.0
1151,000- 1?0,000 I2
COL. X 10.0 10.0 10.0
100.ROW% 50.0 50.0
121,000 200,000 13 1
COLO% 15.0 20.0 10,n
100.0Row % 66.7 33.3
201,000- 300,000 3 0
COL.% 15,0 30.00.0
ROW% 10000 0.0 100.0
301.000.. 400 i 000 1 0
COI. % 5.0 10.0 0.0
Pow 2 100 .0 100.0 0.0
3401,000 500,000 1 2
15.0COL,% 10.0 20,o
ROW% 100.0 33.3 66.7
ABOVE 500,000 5 3
30.0




RECOMMENDATIOKS BY RERTAILERS AEOUT REPATR
& FULIRTEJAROE FOR E. DIOITAL WH ECNES
RECOM. FOR RFPAIR & MAI.
TARLE 4.10
SFT UP MAN- NO TRAIN
BASESER.CEN. UF. SUG. PEOPLE
VALUE OF 20 17 0 1 2
STOCK 100.0 100.0 100.0 100.0 100.0
100.0 85.0 0.0 5.0 10.0
BELOW 50.000 0 0 0 0 0
COL. % 0.0 0.0 0.0 0.0 0.0
ROW % 100.0 0.0 0.0 0.0 0.0
51.000 - 120.000 2 1 0 0 1
COL. % 10.0 5.9 0.0 0.0 50.0
ROW % 100.0 50.0 0.0 0.0 50.0
121.000 - 200.000 3 3 0 0 0
COL. % 15.0 17.6 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0
201.000 - 300.000 3 2 0 0 1
COL. % 15.0 11.8 0.0 0.0 50.0
ROW % 100.0 66.7 0.0 0.0 33.3
301.000 - 400.000 1 1 0 0 0
COL. %
5.0 5.9 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0
401.000 - 500.000 3 2 0 1 0
COL. % 15.0 11.8 0.0 100.0 0.0
ROW % 100.0 66.7 0.0 33.3 0.0
ABOVF 500.000 8 8 0 0 0
COL. % 40.0 47.1 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0
116
TARE 4.11
SALES AELOWANCES MOSTLY FREFERRED WHEN
ELECTRONIC DIGITAL WATCCHES WERE BOUGHT
FILTER- FOR THOSF WILLING TO PAY MORE FOR AN E. DIGITAL WATCH
FREE MAINTE-FREE
1OX DISCOUNT CALCULATOR NANCE 2 Yk,
NO NOVF5 YES YESIJAS F NU
PERSUNAL MIThTIILY 35 7 3 ly108 . ly 54 54
I ICUMF 100 0 100,0 100 '00 1 00, 0 1 00, 0100,0
73.167.6 26.9 50.0 50.0100.0 12 ,4
19BEIOW HK$700 71826 11 15
24.1COL. % 14.7 24.1?2.9 20.424.1 27.8
6902ROW % 1 0 0.0 73.1 42.32 6.9 570 7
000 9 1928 22 16 12
25,9COL. % 3O 1 2401 290617.1 22.231 90
ROW% 21.4 78.6 67.9 57-132.1100.0 42.9
HK$ 001 -1, 500 15102025 12 13
23.1 27,4 34,5 19,0 22,214.5COLO 24.1
RUw 20.0 80-0100.6 40.0 60.0 48.0 52.o
65 11 80HKS1.501 ?.,000 11 3
10.2 11,0 13,90,08,6 14,8 5,6CCL.
1 0 n 72-1RCW % o,o 100,027.5 12:1 27,3
38 I I1 4HK$2,001-2,500 4
704 80940 114.5COL. 394 79 4704
37,5100_ 8705 50,0kOW 12.5 50.0
1 U1 IHK.$, 5O1 3,00 1 0
0COOL. % 0,0 1.30,02.9 0., 01,9
0,0ROW X 0.0 100.0 100.0 0.0100.0 l no. U
0 1 i 1HK$3.001 4.000 1
'i.9COL, X 0.0 3.4 '9. 3 1,95.r 1.9
0.0ROW % 50.0 50.0100.0 100.0 5090 50°0
3l1K$4 UO'1 w 5. UOO 5 e 4 1 4
4.6COL. X 806 2.7 3.4 5 9 1 1,9
100.0 20.0 7.40.060.0 40,0ROW % 80.0 20.0
1d, 000 0 01 1 0 1
0.9 0.02.9 0.0 1,3COL, 000 1.9
100.0k O W % 0.0 090 10.0100. 0®0 10000
1 0 10 0ABOVE HKSR,000 I
0.02.9 0,0 103COL 1090,0






PREFERKENCE FOR HONG KONC MADE
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PERSONAL MONTHLY 108 55





15 13HKS701 -1,000 ?R
25,9 23,6CUL. % ?8.5
46.4ROW % 53.61 00, 0
1 4 11HKS1 ,O01 1, 500 25




16.4 63.6R 0 W % 100.0
448HKS2.001 2.5n()























BRAND NARE IS NORE IMFORTANT




49PERSONAL. MONTHLY 154 105










26.0COL. % 28. 6 24,8
5.0POW 35.0100.0
3HK$1.501 - 2.000 13 10
6. 1 9,5COL. %
00.0OW % 76,923.1
79HK$2.001 2.500
5.8COL. % 4.1 6,7
ROW % 77.822.2100.0
0HK$2,501 3.000 2
1.3 0.0CLO, % 1.9
RCW % 100.0 0.0 100.0
1 1HK$3.001 4,000 2
1,3COL. % 1,02,0
CW % 50.0 50.0100.0
1 45HKS4,001- 5,000
3.2 0COL, % 398
ROW % 80.020.0100.0
0 1HKS5.001- 8.000 1
CUL. % 1.00.00.6
0.0 100.0ROW %
0ABOVE HK$8,000 1 1
0.0 0100.0










TERMS OF PAYMENT RECEIVED FOR MECHANIGAL WATCHES
ABOVF
A SH 1-5 PAYS
BASF VES NO VFS NO VFS NO VES NO VES NO YES NO VES YES 40
VALUF OF
STOCR 14 0 20 1 10 0 20 0 20 3 17 0 20 14 6 3 17
100.0 100.0 100,0 100,0 100,0 100.0 100,0 100.0 1 0 10
20.0 14.4 40.0 0.0 100.0 5.0 05.0 0.0 100.0 10.0 100.0 15.0 25.0 85.0 0.0 100.0 24.0 10.4 15.0
RELOW SO, ORU
0 0 0 0 0 0 0 0 0 0rol. %
0.0 0.0 0.0 .0 0.0 0.0 0.0 0.0 0.0 0.0 0. 0.41 0.0 0,0
0 0,0 0,0 0,0 0,0 0.1 0.0 0,0 0.0 0.n 0.0 0.0 0.0 0.0 0.0
51,OOO -120,000
l 0 2 0 2 11 2 0 2 1 1 0 2 1 1 0 2Cul. % 0.0 11.1 n.0 10,() 0,0 10,5 0.0 10.0 0.0 10.0 3.3 5.9 0.0 10.0 0.0 11 8fllw % 0.0 100.0 0.0 100.0 1 0O. 0.0 100.0 0.0 100.0 50.0 0.0 100.0 50.0 50.0
121,000 -200,000
3 3 0 3 0 3 0 3 0 3 0 3 3 0 0 3COL.%
OK %
15.0 0.0 15.8 0.0 15.11 0,0 15.0 0.0 17.6 0.0 15.0 71.4 0.0 0.0 17. 100.0 0.0 100.0 100.0 0.0 0.0201,000 -300,000
COL. %
030.303030303211.2 15.00.0 16.7 0.0 15.0 0.0 15.8 0.0 15.0 0.0 15.0 0.0 17.6 0.0
crna %100.0.1 0.0.1 0.0.1 0.0.1 0.0.1 0.0.033.533.366.0 100.0 0.0 100.0 0.0 100.0 0.0 100.00.0 100.0 100.0 0.0 100.0 33.3 53.3 66.3
301,000-400,000
11,0 .5.0 0.0 5.3 0.0 5.0 0.0 5,0 0.0 '5.9 0.0 5.0 7.1 0,11 0.0 5.0CUL. 4.0 5.0 0.0 5.3 0.0 5.0 0.0 5.0 5.0 0.0 5.0 7.1 0.0 5.0WOW
100.0 0.0 100.0 0.0 100.0 0.0 100.0 100.0 0.0 100.0 0.0 0.0 100.0
401 .00-500,000
3 1 3 1 2 0 3 0 3 1 2 0 3 2 1COL. %
15,0 05,0 10,5 0.0 15.0 0.0 15.0 33,3 11, 0.0 15.0 14,3 16. 3.3 11,ROW %
100.0 53.3 66.7 0.0 100.0 33.3 66.7 0.0 100.0 0.0 33.3 0.0 100.0 66.7
AROVF 500,000
35.0 0.0 10.0 0.0 10.0 53.0 41.0 0.0 25.050.750.8 41.7COL. 38.9 0.0 40.0 0.0 1.1 0.0 40.0 0.0 40,0 33.3 41,2 0.0 40.0 5,.3 41,WOW 100.0 12.5 87.5 0.0 100.0 0.0 100.0 0.0 100.0 0.0100.0 12.5 0.0 100.0 62.50.0 100.0 62.5 37.512.581.5
TABLE 4.-4






















































































































































































































































































































































































































































































































DISCOUNT OR ALLOAECE OFFERED TC, MECHANICAL WATCHES
DISPLAYADVERSTISINGCASH QUANTITV
ALLOWANCE ALLOWANCEDISCOUNTDISCOUNT
NONO YESNO YESNO YFSYESBASE
20 9 1 1 2 18 1 19 5 1 rVALUF OF
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0TOCK
100.0 45.0 55.0 10.0 90.0 5.0 95.0 15.0 85.0
0 0 0 0 0 0 0 0 01,0W S0, ONO
0 0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0CUL. %
100.0 0.0 0.0 0.0 0,0 0,0 0.0 0.0 0.0ROW %
2 1 1 0 2 0 2 0 2000- 120.000
10.0 11.1 9.1 0.0 11.1 0.0 10.5 0.0 11.8%COL
ROW 100.0 50.0 50.0 0.0 100.0 0.0 100.0. 0.0 100.0
3 1 20 3 0 3 0 31,000- 200.000 15.0 '11.1 18.2 0.0 16.7 0.0 15.8 0.0 '17.6
COL. X
100.0 13.3 66.7 0.0 100.0 0.0 100.0 0.0 100.0ROW%
3 1 2 0 3 0 3 0 321, 000 300, 000
15.0 11.1 18.2 0.0 16.7 0.0 15.8 0.0 17.6COL,%
100.0 33.3 66.7 0.0 100.0 0.0 100.0 0.0 100.0Row%
1 1 0 0 1 0 1 0 11.000-400.000
5.0 11.1 0.0 0.0 5.6 0.0 5.3 0.0 5.9COL.%
100.0 16090 0.0 090 100.0 000 100,0 0,0 1 00. 0ROW%
3 1 2 1 2 0 3 0 31,000- 500,000
15.0 11.1' 18.2 50.0 11.1' .0.0 15.8 0.0 17.6COL.%
100.0 33.3 66.7 33.3 66.7 0.0 100.0 0.0 100.0ROW%
8 4 4 1 7 1 7 3 5
'OVE 500.000
40.0 44.4 36.4 50.0 38.9 100.0 36.8 100.0 29.4COL.%
100.0 50.0 50.0 12.5 87,5 12.5 87,5 37.5 62.5%
122
TABIE 4.16
DISCOUNT OR ALILOWANCE OFFERED TO ELAECTRONIC DIGITAL WATOHES
C A S H QUANTITY ADVERSTISING DISPLAY
DISCOUNT DI SCOUNT ALLOWANCE ALLOWANCE
BASF. NoY F S NoYFS NO NOYES YES
14VALUE OF 6 220 18 100 0 2020
T 0 C K 100,0 160.0 100,n 100.0 100.0 100.0 100.0 100. 0 100.0
100.0 30.070,0 10.0 90.0 0.0 100.00.0 100.0
0Ow 50,000 0 0 0 0 n 0
COL,% 0.0 0.0 0.00.0 0.0 0.0 0,0 0.0 0.0
ROW% 100.0 0.0 0.0 0.0 0.0 0.0 0.0 0,00.0
1000-120,000 12 0 01 2 2 0 2
10.0COL.% 16,7 0.0 0.0 10,0 10.00.011 .1
ROW 100.0 50.050.0 0,0 100.0 0.0 100.0 0.0 100.0
2,000 -200.000 23 01 3 0 03 3
15.0COI. % 14.3 16.7 0.0 16,7 15.00.0 15.00.0
100.ROW1 Y 66..7 33.3 0.0 100.0 0.0 100.0 0.0 100.0
K, 000- 300,000 13 0 3 0 03 3
COL.% 15.0 16,714.3 16.70.0 15.00.0 15.00.0
Row Y. 66.7100.0 33.3 0. 0 100.0 0.0 100.0 0.0 100.0
1,000 -400,000 11 00 1 0 1 0 1
5.0 7.1COL. 0.0 0.0 5.6 0.0 5.0 5.00.0
ROW 100.0 100.0 0.0 0.0 100.0 0.0 100.0 0.0 100.0
1,000- 500,000 123 1 2 0 3 0 3
15,0 16.7COL. 14.3 50.0 0.0 15.011 .1 0.0 15,0
ROW 33.3100.0 66.7 33.3 6 6.7 0.0 100.0 0.0 100.0
VE 500,000 16 2 7 0 8 0 8
40.0COL,% 50,042.9 38.9 40.033. 3 0.0 0. 0 40.0





USUALPERCEKTAGE MAGE MAPKUF ON MECI.ANICAL WATCHES
tjSj)AL PERCENTAGE MARK-UP ON MECH, WATCHES
BF IOW 15-25 26-30 31-.40 41-S 51.70 71-100
BASF 15
VA LIIF OF 09 I 0 064
STOCK 100.0 100.0 100.6 1 00, 0 100.0 100.0 1 00.0 100.0
100.0 45.020.0 5.030,0 0,0 0.0 0.0
00 0BELOW 50, 000 0 00 0
COL, % 0,0 0.0 0.00,00.0 0.0 0,0 0.0
ROW Y, 1000 0.00,0 0.0000 0.00.0 0.0
51, 000 120, 000 0 02 I1 0 00
10.0 11.1COI. % 0.0 0.0 100,0 0.0 0. 0 0.0
ROW 50.0 0.050.0100.0 0.00.0 0.0 0.0
10 0 01 21, 000- 200,000 3 1 00
15.0 11.10.0 .33.3 0.0COL. % 0.0 0.0
33.3 66.7ROW% 0.0100,0 0,0 0,0. 0.0 0.0
12201,000 300, 00 3 0 00 00
15,0COL% 5 0. a 0.0 0,0 0.0 0.0 0.0
0.0100.0 16.33.ROW% 0.0 0.0 0.0 0.0
301, 000- 400, flOO 1 0 01 0 0 00
11.1COL. % 5.0 0.00.00.0 0.00.0 0.0
0.0100.0POW % 0.00.0 100.0 .00.00.0
1 0 03401,000. 500,000 1 0 00
15.0 22,2COLE % 25.0 0.0 0.0 0.0 0.0 0.0
66,7ROW % 100.0 33.3 0.0 0.0 0.0 0.0 0.0
1ABOVE 500 i 000 38 4 0 a 00
-4000 44.4COL.% 50.025.0 0.0 0.0 0,0
Inn n 0_()50.012.5ROW % 37.5 0. 0. 0.0 0.0
124
USUAL FERGENTAGE MARK-UP ON ELECTRONIC WATCHES
USUAL PERCENTAGE MARK-UP ON E. D. .WATCHES
BE LQW15-25 26-30 31 -40 41 -50 51.70 71-1 00
15BASE
VALUE OF 4 5 1 0010 020
100.0 100.0 100,0 100.0 100.0 100.0 100.0 100,0STOCK
50.0 25.0100.0 20.0 0.0 0.0 0.05.0
000 0 0BELOW 50,000 0 0 0
0.0 0.0COL.% 0.0 0.0 0.0 0.0 0.0 0.0
.100.0 0.00.0 0,00.0ROW % 0,0 0.0 0.0
0 0 12 1 0 00
10.0 10.0 0.0 0.0 100.0 0.051, 000 1 2 0 COL. % 0.0 0.0
0.0 0.050.0RoW % 100,0 0.0 0.0 0.050.0
121,000 --200o,000 20 03 I 0 00
15,0 10.0 40.0 0,0COL. % 0.00.0 0.0 0'.0
33.3 66.7ROW % 0,0100.0 0.0 0.0 0,0 0.0
201,000 300, 000 123 0 0 0 00
15.0COL.% 0. 0.0 0,020,0 0.00.0 0.0
ROW% A6.7 33. 3100.0 0.0 000 0.00.0 0.0
1 I0 0301,000 400,000 01 0 0
10.0COL.% 5.0 0.0 0,00.0 0,0 ®0. 0.0
nROW % 1 00. 0 0.0 100.0 0.00.0 0,0 0.0
1 03 0 02601, 000 500,000 0 0
15.0 20.nCOL.% 0.025.0 0.0 0,0 0.0 0.0
RW Y% 66.7 0.00.0 0,0100.0 33.3 0.0 0.0
_
1 2ABOVE 500,000 5 0 00
50.025.00. 40.0 . 0 0.0 0.0 0.0




METLCLS OF FLACLACILC CRLERS FOR MECHNNICALFORMECHNNICALMTCHESFOR
WHFN SALES- ON A RFGUALR ALL THE GO Tn SOLE-
MEN CALL ON BY TFLFPHOPNF TIMF RASIS ABOVE METHDD AGENT
VFSBASE NO NOYES NOYES YES NO NOYFS
VALUE OF 1820 172 0 20 1 19 0 20TOCk5 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
80.0100.0 85.01 0.0 1 5.0 0.0 100.0 95.05.0 0.0 100.0
BELOW 50,000 0 0 00 0 0 0 0 0 0_ - - - -COL. % 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Row % 00. 0.0 0.0 0.0 0.0 0. 0 0.0 0.o 0 0.0 0.0
'.o51,000- 120,000. 2 2 00 2 02 2 0 10.0
COL.% 10 0 0.0 66.70.0 10.00.0 10.50.0 0.0 0
100.0 100.0 0.0 100.0ROW % 0.0 1 00. 00. 0 0.0 100.0 0.0 100.0
121,000- 200,000 33 30 0 0 03 03 3
15-.0COL.% 0.0 17.6 0.0 0.0 15.0 0.0 15.8 15.00.0
ROW % 100.0 1 00.0 0.0 1 00.0 0.0 0.0 100.0 0.0 100.0 0.0 100.0
201,000- 300,000 3 3 3 000 03 03 5- - - - 15.8
15,0 1COL.% 0.0 17.6 15.00.0 0.0
Pow % 100.0 100.0 0.0 100.00.0 100.0 0.0 0.0 100,0 0.0 100.0
301,000- 400,000 1 1 1 00 0 1 0 0 11- - - - - - - - - - - - - - - - - 0.0 ------------
5.05.9 0.0 5.3 5.00.0
ROW % 100.0 100.0 00.00.0 100.0 0.0 o.o 100.0 0.o 0.0 100.0
401,000- 500.000 23 3 001 0 03 3 3
11,115.0COL. % 15.050,0 17.6 0.0 15.80.0 15.00.0 0.0
100.0 66.7 33.3 100.0ROW% 0.0 0.0 100.0 0.0 100.0 0.0 100.0
ABOVE 500,000 7 1 7 01 1 0 87
41. 2COL. 50.0 33.3
87.5100.0 12.5ROW % 87.587.5 100.0 12.512.5 0. 0.0 100.0








METNCDS OF PIACIND OHD CHDEAC TOA BLRCTELECTK(KIC EICITAL WECTES
WHIN SALFS- ON A RFGLIA LR ALL THF GO TO SOLE-
MFG CALL ON RY TELFpHONE TIMF RASPS ABOVE MFTHOP AGEN
BASE YFS NO NOYES YES NO NOYES YES NO
VALUE OF 20 15 175 03 20 1 19 7 13
STOCK 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
75,0100.0 25.0 85.0 15.0 0.0 100.0 95.05.0 65.035.0
BELOW 50,000 0 0 00 0 0 0 0 0 0 0_
0.0 0.0 0.6 0.0 0.0 0.0 0.00.0 0.0 0,0
Row% 100.0 0.0 0.0 0.0 0,0 0.0 0.0 0.0 0.0 0.00.0
51,000- 120,000 2 1 I I I 0 2 0 2 0 Z
__5.9
14-a 6- 20.0 33.3 0.0 04, 0.0 10.5 1540.0
Row% 100.0 50.05 50.0 50.0 0.0 1 00. 0 0.0 100.0 0.0 100.0
121,000- 200,000 3 2 21 1 U 3 0 3 I
15.0COL. 13.3 20.0 33.311.8 15.0 14,315 80.0
66.7ROW% 100.0 33.3 6 607 33.3 0.0 100.0 0.0 100.0 33.3 15.466.7
201,000 -300,000 3 3 00 0 03 3 0 30.0 15.8 23.1C O L.% 20.0 0.0 17,6 6.6 00
100.0 100.0Row % 0.0 100.0 0.0 0.0 1 00.0 0.0 100,0 0.0 100..0
301,00 400,000 1 1 n 1 0 0 1 01 1
00 9 0.0 0.0 5.0 5.30.0 0.0
ROW% 100.0 100.0 0.0 100.0 0.0 0.0 100.0 0.0 7.-100.00.0 100.0
401,000 500,000 3 2 3 00 0 13 3 2_
15.0COL.% 13.3 20,4 17,6 15.00.0 15.80.0 1 4.3 1540.0
ROW% 100.0 33.3 100,066.7 0.0 0.0 100.0 33.3 66.70.0 100.0
ABOVE 500,000 A 6 7 1 0 1 72 58 3
-71 23.1
40.0 41.2 33.3 3680.0
75.0100.0ROW% 25.0 87,5 12.5 87.5 62.5 37.50.0 100.0 12.5
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TABLE 4.21
TYFES OF WATCHES WhICR RESPONDEFTS
INTL DED TO BUY














hKi701- 1,000 18 0 10
COL.% 34.6 30.8 38.5
ROW X 100.0 44.4 55.6
HK$1 ,U01 1.500 10 7 3
COL.% 19.2 26.9 11.5





ROW % 100.0 33.3 66.7
HK$2.001-2.500 3 U 3
COL. X 5.8 0.0 11.3
ROW % 100.0 0.0 100.0
HK$2,501-3.000 1 1 0








0.0 1 1 0
COL.% 1.9 3.8 0.0
0 0
COL.% 0.0.0
090 0.0 0.0 0.0
ROW % 100.0. 0.0 0.0
328
TADE 4.22
ELECTAUI IC DIGITAL WATCHES
IN HONG KONG




I NCUMF 100.0 100.0 100.0
05, 4.5100.0
36BELOW H K$700 137
COL. % 24.0 14.3
ROW % 97,5 2.7100.0
HK$701 -.18000 4044 4
28.6COL. % 57.127.2
9.ROW % 9.11 00. 0
4040HKS1 .001 0 1,500 U
26.0COL.% 27.2
ROW % 0, 0.0100.0 100.0
1413HK$1, 501-2,000 1
8.4COOL. % 14.3R.
ROW % 100.0 7.792.5
nHK$2, 001 2,500 9 1
5•COL• % 14,35.4
Row % 88.9100.0 11 .1
IHK$2, 501 3.000 02
1.3COLD% 00 01.4
ROW X 0. 0100.0 1 00, 0
I UH K$ 3.001- 4.000 2
1COL. X 0001.4
100.0ROW % 100.0 0,0
HKS4,0n1 5,000 05
3.2COL. % 000
ROW % 3.40.0100. 0.0
HK$5,001 -8,000 11
COL.% 0.00.1
R OW % 100.0 100.0 0.0
1ABOVE HK$8,OUO I
COL. 0,
ROW 100.0 100.0 0,0
24.5






HOST IMP. LFAST IMPIMPORTANT
RASF 643 75 8
7
'ERSONAL MONTHLY 154 117 424 2 0 0 0
INCOMF 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
0.076.0 4.5100.0 1 5.6 2.6 0.01,3 0.0
IELOW HK$700 37 33 2 1 .1 0 0 0 0
COL. % 24.0 28.2 8.3 14.3 25.0 0.0 0.0 0.0 0.0
100.0 89.2 5.4 2.7 0.0 0.0 0.0 0.0--._......- ROW %
IK$701- 1, 000 44 28 10 4 0 2 0 0 0
COL. % 28.6 23.9 41.7 57.1 0.0 100.0 0.0 0.0 0.0
ROW % 100.0 63.6 22.7 9.1 0.0 4.5 0.0 0.0 0.0
iK$1 .001- 1, 500 40 31 6 2 1 0 0 0 0
COL. % 26.0 26.5 25.0 28.6 25.0 0.0 0.0 0.0 0.0
ROW % 100.0 77.5 15.0 5.0 2.5 0.0 0.0 0.0 0.0
IK$1,501- 2,000 13 11 2 0 0 0 0 0 0
COL. % 8. 4 9.4 8.3 0.0 0.0 0.0 0.0 0.0 0.0
ROW % 100.0 84.6 15.4 0.0 0.0 0.0 0.0 0.0 0.0
HK$ 2,001-2,500 9 7 1 0 1 0 0 0 0
cOL. % 5.8 6.0 4.2 0.0 25.0 0.0 0.0 0.0 0.0 0.0
Row % 100.0 77.8 11 .1 0.0 11 .1 0.0 0.0 0.0 0.0
HK$2,501 - 3,000 2 1 0 0 1 0 0 0 0
COL. % 1.3 0.9 0.0 0.0 25.0 0.0 0.0 0.0 0.0
ROW % 100.0 50.0 0.0 0.0 50.0 0.0 0.0 0.0 0.0
HK$3,001- 4,000 2 2 0 0 0 0 0 0 0
1.3 1.7 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
HK$4,001 - 5,000 5 4 1 0 0 0 0 0 0
CULL . % 3.2 3.4 4.2 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ROW % 100.0 80.0 20.0 0.0 0.0 0.0 0.0 0.0
HK$5,001 - 8,000 1 0 1 0 0 0 0 0 0
COAL. % 0 .6 0.0 4.2 0.0 0.0 0.0 0.0 0.0 0.0
ROW % 100.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0 0.0
ABOVE HK$8,000 1 0 1 0 0 0 0 0 0
C0L. % 0.6 0.0 4.2 0.0 0.0 000 000 0.0 0.0ROW %
100.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0 0.0






IEIORTANCE OF PRICE OF
EODERN TIEEITFGE
PRICE OF MODERN TIMEPIECES
IA(ICT T M D IMPORTANT LFAST IMP
RASF 41 3 75 6 8
**
ERSONAL,M ONTHLY 154 21 64 35 17 10 4 2 1
INCOMF 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 13.6 41,6 22.7 11.0 6,5 2.6 1 .3 0.6
IE1.OW HK$700 17 4 15 11 2 4 0 1 0
COL.% 24.0 19.0 23.4 31.4 12.8 40.0 0.0 50.0 0.0
ROW% 100.0 10.8 40.5 29.7 1.4 10.8 0.0 2.7 0.0
HK$701-1,000 44 8 1 8 9 4 2 2 0 1
COL. % 286c 38,1 28,1 25,7 23,5 20,0 50,0 0,0 100,0
ROW% 100.0 18.1 40,9 20,5 9,1 4,5 4,5 0,0 2,3
HK$1,0001-1,500 40 6 20 6 6 1 0 1 0
COL, 26.0 28.6 31,3 17,1 35.3 10.0 0.0 50.0 0.0
Row 100.0 15.0 50,0''15.0 1590 2.5 0.0 2.5 0.0
HK$1,501-2,000 13 1 3 2 3 2 1 0 0
COOL. % 8.4 905 4.7 5,7 1796 20.0 25,0 0,0 010
ROW% 100.0 15.4 23.1 15.4 7.47 0.0 0.0
HK$2,001-2,500 9 0 4 2 1 1 1 0 0
COLS % 5,R 0110 6,2 5.7 5.9 10,0 25,0 0.0 0.0
POW % 100.0 0.0 44.4 22.2 11.1 11.14 11.1 0.0 0.0
IK$2,501-3,000 ? 0 1 0 0 0 0 0
COL, % 1,3 0.0 1.6 2,9 060 0,0 0,0 000 0.0
ROW% 1 00.O 09U 50,0 5090 090 000 090 090 010
IK$3,001-4,000 ? 0 1 1 0 0 0 0 0
1.3 0.0 1.69 2.9 0.0 0.0 0.0 0.0 0.0
POW% 1 OCI fl 0. u 50, 0- 5090 090 0,00 0,0 0,00 0.0
IK$4,001-5,000 5 0 2 2 1 0 0 0 0
COL.% 3.2 0.0 3.1 5,7 5,9 0,0 0,0 0,0 0.0
ROW % 100.0 0,0. 40,0 4090 2090 0,0 0,0 0,0 000
IK$5,001-8,000 I 0 0 1. 0 0 0 0 0
0.6 0.0 000 2.9 0.0 0,0 0.0 ()00 0.0
COL.% ROW% 100,0 0.0 0.0 1000 000 0,0 0,0 0.0 0.0
ABOVE HK$8,000 I 1 0 0 0 0 0 0 0
cup,,% 0.6 4.8 0.0 0.0 0.0 0.0 0.0 0.0 0.0





MOST IMP IMPORTANT LFAST IMP
NASF 1 2 43 5 6 7 8
ERSONAL MONTHLY 154 10 4432 33 20 9 6 0
INCOMF 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 6, 5 20.8 28.6 13.0 3.95.821 .4 0.0
ELOW HK$700 0.17 11 10 4 4 1 0
COL. % 24. 0.0 34.4 22,7 21,2 2000 44.4 16.7 0,0
ROW % 100.0 0 29.7 27.0 18,9 10.8 10.8 0.02.7
K$701 1,000 644 9 10 7 6 2 4 0COL. 28.6 60.0 18,1 22,7 30.0 22,221 92 65,7 0.0
ROW 100.0 20.51 396 22,7 15.9 13.6 4.5 9,1 0.0
K$1,001-1,500 4 0 6 13 413 2 1 0COL. % 26,o 18710.0 29.5 39.4 20.0 22,2 16.7 0.0
wow% 100.0 15,02.5 32.5 32.5 10.C 5,0 2. 5 0.0
,K$1#501 2, OOO 13 0 5 4 2 2 0 0 0
COL.% 8.4 1 5960,0 9.1 6,1 10,0 0.000 0 0.0
ROW 30.8100.0 38,50.0 15,4 0.01 5.4 0.0 0,0
IKS2, 001 -2,500 9 0 0 5 1 2 1 0 0COAL. % 5.8 0.0O,0 11,4 3.0 1000 11,1 0,0 0.0
-0.0ROW% 100.0 0.0 55.6 220211 .1 1 1. 0.0
K $25 1 3,0OO 01 0 0 0 0 0
COL 1.3 1000 3,1 0,0 0,0 000 000 0,0
ROW % 100,0 5000 50,0 0.0 0.0 0.0 0,0 0.0 0.00.0
KS3,001- 4,000 02 0 1 1 0 0 0 0
COL % . 3 0,0 000 2.3 3,0 0,0 0.0 0,0 0,0R O W % 50.0100.0 0.00.0 50.0 0,0 0.0 0.0 0.0
.1KS4,001-5,000 5 0 1 1 2 0 0COL.,% 3 00 010.0 2.3 3,0 10.0 0,0 0.0 0,0
wow% 100n 20.0 0.0 20.0 20.0 400 0.0 0,0 0,0
KS5,001-8,000 1 0 0 0 0 0 0COL.% 10,0 000 0.0 0.0 0,0 0,0 0,0 0,0
100.0RUW% 100.0 0.0 0.0 0.0 0.0 0.0 0.0
VE HKS8,000 01 0 0 1 0 0 0 0COL.% 0.6 0,0 0.0 0,0 3.0 0,0 000 000 000ROW% 100. 0 0.0 0.0 0.o 100.0 0,0 0.0 0.0 0.0
0.6
0.0
IMPORTANCE OF STYLE OF
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TABLE 4.21
IHPORTAHCE OF ORARD NABE
OF HODER TJMEHIECE
BRAND HAME OF MODERN TIMEPIECFS
HOST IMP. IMPORIANT LFAST IMF

































154 3 4 23 33 33 23 27 8
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 1.9 2.6 14.9 21.4 21.4 14.9 17.5 5.2
37 0 2 4 13 6 7 4 1
24.0 0.0 50.0 17.4 39.4 18.2 30.4 14.8 12.5
100.0 0.0 5.4 10.0 35.1 16.2 18.9 10.8 2.7
44 2 0 6 1 10 8 6 1
28.6 66.7 0.0 26.1 33.3 30.3 34.8 22.2 12.5
100.0 4.5 0.0 13.6 25.0 1107 18.2 15.6 2.3
40 0 2 6 6 11 6 8 1
26.0 0.0 50.0 26.1 18.2 33.3 26.1 29.6 12.5
100.0 0.0 5.0 15.0 15.0 27.5 15.0 20.0 2.5
12 0 0 4 1 1 1 4 2
8.4 0.0 0.0 17.4 3.0 3.0 4.3 14.8 25.0
100.0 0.0 0.0 30.8 7.7 7.7 7.7 30.8 15.4
7 1 0 1 0 2 0 2 3
5.8 33.3 0.0 4.3 0.0 6.1 0.0 7.4 37.5
100.0 11.0 0.0 11.0 0.0 22.2 0.0 22.2 33.3
2 0 0 1 1 0 0 0 0
1.3 0.0 0.0 4.3 3.0 0.0 0.0 0.0 0.0
100.0 0.0 0.0 50.0 50.0 0.0 0.0 0.0 0.0
2 0 0 0 1 0 0 1 0
1.3 0.0 0.0 0.0 3.0 0.0 0.0 3.7 0.0
100.0 0.0 0.0 0.0 50.0 0.0 0.0 50.0 0.0
5 0 0 0 0 2 1 2 03.2 0.0 0.0 0.0 0.0 6.1 4.3 7.4 0.0
100.0 0.0 0.0 0.0 0.0 40.0 20.0 40.0 0.0
1 0 0 0 0 1 0 0 0
0.6 0.0 0.0 0.0 0.0 3.0 0.0 0.0 0.0
100.0 0.0 0.0 0.0 0.0 100.0 0.0 0.0 0.0
1 0 0 1 0 0 0 0
0.6 0.0 0.0 4.3 0.0 0.0 0.0 0.0 0.0
100.0 0.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0
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TAELE 4.28
IMPORTANCE OF COULTRY WUERE NODERN
COUNTRY WHERF MODERN TIMEPIECES ARF MADE
MOST IM TMPnRTAIT IEASST IMP
HASF 1 2 3 4 5 6 7 8
IRSUNAL MONTHLY 1S 4 11 27 3127INCOMF 100 0.0 100.0 100.0 100.0 100.0 100.0 100,0 100,0 32.0
100.0100.0 O.6 2,6 7.1 13,6 1705 17,5 20.1 20.19
KLIW HK$700 37 U 0 1 6 T 96 8COI, % 24,0 0.U 0.0 9,1 28.6 25.9 2292 29.0 25.0100.0ROW% 0.0 0,0 2.7 1616.2 18,9 21,624, 13
IK701-1,000 44 u 1 5 5 7 8 10 8COL, % 28.6 25.00.0 45.5 23.8 2599 29.6 32.3 25.0
R CO W % 100-n 0.0 2.3 11.4 15.911 .4 18. 2 22. 7 18.2
IK$1,001-1,500 4 0 u 3 5 4 8 6 5 9COL., % 26.0 75.00.0 45.5 19,0 2906 22.2 16.1 28,1ROW% 100.0 0.0 7.5 1 2. 5 10.0 20.0 15,0 12,5 22.5
IK$1,501-2,000 13 u U 0 1 2 2 4
COL.% 8.4 0.0 000 0110 4.8 7.4 7,4 12,09 12,pow% 100.0 0,0 o.0 000 7.7 15,4 15,4 30.8 30.8
$2,001-2,500 9 1 U 0 3 1 2 1 1COL., % 5.8 100 O,U 0.0 14,3 3,T 7.4 392 3.1ROW %
100.0 011.1 o,o 3303 11,1 22,2 11,1 11 .1
1128501- 3,000 0 0 0 1 1 0 0COL. % 1,3 o.0 0u 0 0,0 01,0 3.7 3e7 00 0 0,0
ROW % 100.0 0.0 0.0 0.0 0.0 50.0 50.0 0.0 0.0
$3,001-4,000 U 0 0 0 1 0 0 11.3 0.U 0,0 0,0 .00 0 3, 7 0,o 0,0 3,1'!00.COL, ROW% 00 00O.U 0,0 50.0 0.0 0,0 50,0
s4.Onl 5.000 V5 0 0 1 0 1 2 1f o l 3.2 0.0 000 0,0 498 000 397 6,5 3,1ROW 100.0 o.u 000 0.0 20.0 0.0 200 40.0 20.0
$5,001-8,000 u1 0 0 1 0 0 0 0COOL,% 0.u 0,0 000 498 0,0 0,0 000 0,0ROW % 100.0 0.0 0.0 0,0 100.0 0.0 0.0 0.0 0.0




LMFORTANCE OF EO. OF FUNCTIONS FOSSESSED
BY EODERN TIMEPOECE
NO, OF FUNCTIONS POSSESSED BY MODERN TIMEPIFCES
MOST IMP IMPORTANT LFAST IMP,
BASF 1 2 3 4 7 85
'ERSUNAL vONTHLY
154 1 14 18 18 24 30 40 9INCOMF
100.0 100.0 100.0 100.0 100.0 100..0 100.0 100.0
100.0 0.6 9.1 11.7 11.7 15.6 19.5 26.0 5.81. y_._ L A. _i_.. J..._ .L_._..............-
EI.OW HK$700
37 0 5 2 4 6 11 6 3
COL. 24.0 0,0 3597 1191 22.2 2500 36.7 1590 33.3ROW
100.0 OuO 1305 504 1098 1602 2907 16.2 8.1
IK$701-1,000
24 0 3 7 6 7 5 10 6COLL.%
28.6 0,0 2194 3899 3393 29,2 16,7 2590 66.7
ROW %
100.0 0.0 6.8 15.9 1396 1599 1104 2297 1396
IKS1,001 -1,500
40 1 1 5 5 7 7 14 0Cot.. %
26.0 100.0 7.1 27.8 2798 2902 2303 35.0 000ROW %
100.0 295 2.5 12.5 12.5 1705 17,05 35.0 000
IKS1,501-2,000
13 0 0 2 2 3 4 2 0COL. %
8,4 0,0 0,0 11,1 11.1 12,5 13.3 5,0 0,01G0 (1 no0 0,0 .....15.4 15.4 23.1 '30.8 15,4 000POW%
IKS2,001- 2,5()0
100.0 0.0 0.0 15.4 15.4 23.1 30.8 15.4 0.0COL. % 5.6 0,0 6,7 7,5 090
ROW %
100.0 0.0 3303 000 11,1 0,0 22,2 33,3 0,0
OK$2,501-3,000
2. 0 0 0. 0 0 0 0COL.%
1.3 000 000 000 090 4,2 0,0 2.5 0.0POW %
10000 0.0 0,0 000 0.0 5090 0.0 50.0
IKS3.001 4.000 02 0 1 0 0 0 0 0 1 0(OL0 %
1.3 000 7.1 000 0.0 060 000 2.5 0.0cow %
0,0 5000 0.0 000 000 000 5000 0.0
IKS4,001-5,000
0 0 1 1 0COL. %
3.? 0.0 7.1 11.1 0.0 0,0 3,3 2,5 0,0RW%
1 00, 0 090 20110 4000. 090 000 2000 2080 0.0
IKS5,0001-8,0000 0 0 0 1 0COL.%
0.6 0.0 000 0,0 0.0 000 0,0 2.5 0.0DOW %
100.0 0.0 000 0,0 0,0 0.0 0,0 100,0 0.0
IBOVE HK$8,000
0.6 O.0 O 0 0 0 0 1 0Col. % 0.0 0.0 0.0 0.0 0.0 0.0 2.5 0.0ROW%
100.0 0.0 0.0 0.0 0.0 0.0 0.0 100.0 0.
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TABLE 4.30
IMPORTANOE OF REPAIR & MAINTENANCE
SERVICE OF MODERN TIMEPIECE
REPAIR & MAINTENANCE SERVICE OF MODERN TIMFPIECE
MOST IMP IMPORTANT (FAST IMP
BASE 1 2 3 4 5 6 7 8
ERSUNAL MONTHLY 154 0 10 16 19 30 41 31 7INCOME 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 0.0 6.5 12.3 19.5 26.610.4 20.1 4.5
FLOW HK$700 37 0 8 3 8 6 10 0COL. % 24.0 20.00.0 15.850.0 26.7 14.6 32.3 0.0ROW % 100. 0 0.0 5.4 8.121 .6 16.2 27.021.6 0.0
KS701 - 1,000 44 0 31 7 8 14 8 3COL. % 28.6 0.0 10.0 18.7 36.8 26.7 34.1 42.925.8
ROW % 100.0 2.30.0 6.8 15.9 18.2 31.8 18.2 6.8
K$1,001 - 1,500 40 0 2 3 3 6 14 8 4TOL. % 26.0 0.0 20.0 18.7 15.8 20.0 34.1 25.8 57.1
ROW % 100.0 0.0 5.0 7.5 7.5 15.0 35.0 20.0 10.0
K$1,501 - 2,000 13 0 3 1 3 3 1 2 0
COL. % 8.4 30.00.0 6.2 15.8 10.0 2.4 6.5 0.0ROW % 100.0 0.0 23.1 7.7 23.1 23.1 7.7 15.4 0.0
K$2.001 - 2,500 9 0 1 1 2 2 1 2 0
0.0COL. % 5.R 10.0 6.2 10.5 6.7 2.4 6.5 0.0
ROW % 100.0 0.0 11.1 22.211.1 22.2 11.1 22.2 0.0
K$2.501 - 3.000 0 0 0 0 0 1 0COL. % 0.0 0.0 0.0 0.0 2.4 3.2 0.0ROW % 100.0
0.0
0.0 0.0 0.0 0.0 50.0 50.0 0.0
k$3, 001 - 4,000 0 0 0 0 1 1 0 0COL. % 1.3 0.0 0.0 0.0 0.0 3.3 2.4 0.0 0.0ROW % 100.0 0.0 0.0 0.0 0.0 50.050.0 0.0 0.0
K$4, 001 - 5,000 05 1 0 1 1 2 0 0COL. % 3.2 10.0 0.0 5.3 4.93.3 0.0 0.0ROW. % 100.0 20.00.0 0.0 20.0 40.0 0.020.0 0.0
K$5,001 - 8,000 01 0 0 0 1 0 0
COL. % 0.6 0.0 0.0 0.0 0.0 0.0 2.4 0.0 0.0ROW % 0.0100.0 0.0 0.0 0.0 0.0 100.0 0.0 0.0
BOVE HK$8,000 01 0 0 0 1 0 0
COL. %











IMEORTARCE OP FLOURRSCEBCE OF
KIDERH TIMEPTECE
FLOURESCENCF OF MDDERN TIMEPIECFS
MOST IMP.. IMPORTANT LEAST IMP
BASF 1 2 43 5 76 8
RSONAI. MONTHLY 154 0 2 0 9 8 1820 97I NCUMF 160.0 100.0 100,0 100, 0 1 00. 0 100.0 100.0 100,0 100,0
100,0 0.0 1.3 0,0 5.8 5.2 13.0 11,7 63.0
LOW HK$ 700 37 0 0 0 1 2 3 6 25COL, % 24.0 0.0 0.0 0.0 11,1 25.0 15.0 33.3 25,8ROW % 100.0 0,0 0.0 0.0 5. 42,7 8.1 16.2 67.6
$6701 1, 000 44 0 0 4 2 6 25COL. $ 0.0 100.0 0,0 44.4 25,0 25.0 33.3 25.8ROW % 4.50.0 0.0 9.1 4,5 11.4 13.6 56.8
$1.001- 1.500 0 0 0 2 3 5 4 26COAL. % 26.0 0.0 0.0 0.0 22.2 37.5 25,0 22.2 26,8POW % 100.0 0.0 5.00. 7.50.0 12.5 10.0 65,0
$1.501 - 2.000 13 0 0 0 1 0 4 1 78.4COL.% 0,0 0,0 0.0 11 .1 0.0 20.0 5.6 7. 2Row % 0.0100.0 30.80.0 7.7 0.0 7.7 53.8
$2.001 - 2.500 9 0 0 0 0 1 2 1 5COL. % 5.8 0.0 0,0 0.0 0,0 12.5 10.0 5.6 5.2
POW % 100.0 0.0 0.0 0,0 11.1 22.2 11.1 55.6
$2.501 - 3.000 0 0 0 0 0 0 0 2COL. % 1.3 0.0 0,0 0.0 0,0 0.0 0,0 0,0 2.1ROW % 100.0 0.00,0 0,0 0.00,0 0.0 0.0 100.0
$3.001 4.000 02 0 0 0 0 1 0COL. % 0.0 0,0 0.0 0,0 5,0 0.0 1,0ROW % 100.0 0.00.00.0 0,0 0.0 0.050,0 50.0
$4.0O1 - 5,000 5 0 0 0 1 0 0 0 4COL.% 3.2 0.0 0.0 0.0 11.1 0,0 0,0 0,0 4.1100.0ROW % 0,0 0.0 0.0 20.0 0.0 0.0 80.0
$5,001 - 8,000 01 0 0 0 0 0 0 1COL. % 0.00.0 0.0 0.0 0.0 0.0 1.0ROW % 100.0 0.0 0.00.0
100.0
0.0 0.0 O.0 0.0
























154 24 106 24
100.0 100.0 100.0 100.0




37 4 23 5
24.0 37.5 21.7 20.8




44 7 30 7
28.6 29.2 28.3 29.2
100.0 15.9 68.2 15.9
HK$1.001 - 1,500 40 3 30 7
COL. % 26.0 12.5 28.3 29.2




13 1 10 2
8.4 4.0 9.4 8.3




9 1 6 2
5.8 4.2 5.7 8.3




2 1 1 0
1.3 4.2 0.9 0.0




2 0 2 0
1.3 0.0 1.9 0.0




5 1 3 1
3.2 4.2 2.8 4.2




1 1 0 0
0.6 4.2 0.0 0.0




1 0 1 0
0.6 0.0 0.9 0.0
100.0 0.0 100.0 0.0
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TARLE 4.33






































154 92 35 20 7
100.0 100.0 100.0 100.0
100.0 59.7 22.7 13.0 4.5
37 22 8 6 1
24.0 23.9 22.9 30.0 14.3
100.0 59.5 21.6 16.2 2.7
44 28 6 6 4
28.6 30.4 17.1 30.0 57.1
100.0 63.6 13.6 13.6 9.1
40 24 11 5 0
26.0 26.1 31.4 25.0 0.0
100.0 60.0 27.5 12.5 0.0
13 5 5 2 1
8.4 5.4 14.3 10.0 14.3
100.0 38.5 38.5 15.4 7.7
9 7 2 0 0
5.8 7.6 5.7 0.0 0.0
100.0 77.8 22.2 0.0 0.0
2 1 1 0 0
1.3 1.1 2.9 0.0 0.0
100.0 50.0 50.0 0.0 0.0
2 2 0 0 0
1.3 2.2 0.0 0.0 0.0
100.0 100.0 0.0 0.0 0.0
5 2 1 1 1
3.2 2.2 2.9 5.0 14.3
100.0 40.0 20.0 20.0 20.0
1 1 0 0 0
0.6 1.1 0.0 0.0 0.0
100.0 100.0 0.0 0.0 0.0
1 0 1 0 0
0.6 0.0 2.9 0.0 0.0
100.0 0.0 100.0 0.0 0.0
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TAVLE 4.34
















HK%701 - 1.000 44 51 7
COL. % 28.6 28.5 29.2
ROW % 100.0 84.1 15.9
HK$1.001 - 1.500 40 55 5
COL. % 26.0 26.9 20.8
ROW % 100.0 87.5 12.5
HJK$1.501 - 2.000 13 15 0
COL. % 8.4 10.0 0.0
ROW % 100.0 100.0 0.0
HK$2.001 - 2.500 9 1 2
COL.% 5.8 5.4 8.3
ROW % 100.0 77.8 22.2
HK$2.501 - 3.000 2 2 0









HK$4.001 - 5.000 5 4 1
COL. % 3.2 3.1 4.2
ROW %
100.0 80.0 20.0
HK$5.001 - 8.000 1 0 1
COL.% 0.6 0.0 4.2
ROW % 100.0 0.0 100.0
ABOVE HK$8.000 1 0 1
COL. % 0.6 0.0 4.2
ROW % 100.0 0.0 100.0
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TABLE 4.55










BEIOW HK$700 37 21 10
COL. % 24.0 23.3 26.3
ROW % 100.0 73.0 27.0
HK$701 - 1.000 44 37 7
COL. % 28.6 31.9 10.4
ROW % 100.0 84.1 15.9
HK$1.001 - 1.500 40 30 10
COL. % 26.0 25.9 26.3
ROW %
100.0 75.0 25.0
HK$1.501 - 2.000 13 1 6
COL. % 8.4 6.0 15.8
ROW % 100.0 53.8 46.2
HK$2.001 - 2.500 9 8 1
COL. % 2.8 6.9 2.6
ROW % 100.0 88.9 11.1
HK$2.501 - 3.000
2 1 1
COL. % 1.3 0.9 2.6
ROW % 100.0 50.0 50.0
HK$3.001 - 4.000
2 2 0
COL. % 1.3 1.7 0.0
ROW % 100.0 100.0 0.0
HK$4.001 - 5.000
5 3 2
COL. % 3.2 2.6 5.3
ROW % 100.0 60.0 40.0
HK$6.001 - 8.000 1 0 1
COE. % 0.6 0.0 2.6
ROW %
100.0 0.0 100.0
ABOVE HK$8.000 1 1 0





BRANDS OF EDEOTRONLC DICITAL WATONIS MOST FAMILIAR WITH
RRANDS OF E DIGITAL WATCHES MOST FAMILIAR WITH
NOVUS SEIKO CITIZEN ARM- OMEGA COLL-ORIENT OTH-DON'T
















































































































































































































































































































































































PERSONM NONTMY 156 l147
IACOM 100
100.0 05.5 4.5
NFlow nK$IOU S5S5 V
24.0 24.81.8
W o w % 06.6100.0 S, 4




.0 39 1CUt %
2h. 14.
100.0 07.5
n ttk$.5.1 -2.000 11
UL.% 84 7.5
FGW 84.6 15.4
wHk$2.001 - 2.500 o ()
J BPOL 0.0
aoW 100.01 00 0.0
HK$2.501 I A2
1 1.4 n n
100.0 100.0PUW % 0.0
HK$3.0.1 - 4.0 r r
rol% 1 < 1.4
Ruw 100 0 100.0 0.0
S n
n.nS4




ABOVE AK$8,000 1 1 n





















FILTER - FOR THOSE POSSESSFD WA ICHES ONLY
No . OF WATCHES POSSESSED
TWOONF THREE FOUR OR
BAS F MORE
PFRSONAL MONTHLY 147 98 34 9 6
INCOMF 100,0 100,0 100.0 100.0 100,0
100.0 23.166.7 6.1 4.1
BELOW HK$70O
-35 8 1 1
COL. % 23.8 25.5 23.5 11,1 16.7
ROW X 100,0 71.4 22.9 2.9 2 .9
HK$7O1- 1.000 42 32 5 5 0
COL. % 28. 6 14.732. 55,6 0,0
POW % 100.0 11.976.2 11,9 0.0
HK$1.001- 1, 500 3.9 21 4
COL. % 26,5 35.321.4 22,2 66.7
ROW % 00.0 53. 8 30.8 5.1 10.3
HK$1,501 2,000 11 7 4 0
COL, % 7,5 11.87.1 0.0 0.0
Row % 100.0 63.6 36.4 0,0 0.0
HK$2.001 - 2,500 9 1 2 0 0
COL. % 6.1 7.1 5.9 0,0 0,0
RWY % 100.0 77.8 22.2 0.0 0.0
HK$2, 501 - 3.000 1 0 1 0
COL % 1.4 1.0 0,0 11,1 0,0
ROW % 100.0 0.050.0 50,0 0.0
HK$3.001 - 4,000 1 1 0 0
COLD % 1.4 1.0 2.9 0.0 0.0
50.0ROW $ 100.0 0.0 0.050 .0
HK$4,001- 5,000 5 2 2 0 1
COI. % 3.4 2.0 5,9 0,0 16.7
ROW % 100.0 40.040.0 0.0 20,0
HK$5,001. 8.000 1 1 0 0 0
COL.% 0,7 1,0 0.0 0,0 0,0
ROW % 0.0100.0 100.0 0.0 0,0
ABOVE HK$8,000 1 1 0 0 0
COL % 1.0 0.0






0 7 0.0 0.0
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TABLE 5.5A
FRICS OF IMPONES LIST BOUNT
Fl LTER - FOR THOSF POSSISSER MAICHES ONIY
OFPRICF WATCH LASTLY ROUGHT (HK$)
18
GELOW $100- $201- $301- $401- $501- $601- $801 $1001- $1501 AROVENASE SAOU 200 400300 500 600 300 -1000 1500 -2000 $2000
PEPSGNAL MONTHLY 147 52 68 822 6 6 2 1 0 1 1INCOME 100.0 100.0100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
46.321.8 15.0 5.4 4.1 4.1 1.4 0.7 0.0 0.7 0.7
BEIOW HK$700 35 12 17 3 1 0 0 0 0 1 023.8 37.5 25.0 13.8 12.5 0.0 16.7 0.0 0.0 0.0 100.0ROW % 100.0 34.5 48.6 8.6 2.9 0.0 2.9 0.0 0.0 2.90.0 0.0
HK$701 - 1,000 67 9 8 0 2 4 0 0 0COL. % 78.1 36.4 0.0 33.3 33.3 0.0 0.0 0.0 0.0 0.0ROW % 100.0 21.4 50.0 19.0 0.0 4.8 0.0 0.0 0.0 0.0 0.0
39HK$1,001 - 1,500 6 7 3 2 1 1 1 0 0 026.5 18.7 26.5COL. % 31.8 37.5 33.3 16.7 50.0 100.0 0.0 0.0 0.0ROW % 100.0 15.4 46.2 17.9 7.7 5.1 2.6 2.6 0.00.0 0.0
HK$1,501 - 2,000 11 62 0 1 1 1 0 0 0COL. % 7.5 8.86.2 0.0 0.0 16.7 16.7 50.0 0.0 0.0 0.00.0100.0 18.2 54.5ROW % 0.0 0.0 9.1 9.1 9.1 0.0 0.0 0.00.0
HK$2,001 - 2,500 0 4 1 2 1 0 0 00 0 0COL. % 6.1 3.1 4.5 25.0 0.00.05.9 0.00.0 0.0 0.0ROW % 100.0 11.1 44.4 11.1 22.2 11.1 0.00.0 0.0 0.0 0.0 0.0
HK$2,501 - 3,000 1 0 1 0 0 00 0 00 01.4COL. % 0.00.03.1 4.5 0.0 0.0 0.0 0.0 0.0 0.0
ROW % 50.0 0.050.0 0.00.0 0.0 0.00.0 0.0 0.0
HK$3,001 - 4,000 0 1 0 C 0 01 0 00 0
COL. % 1.50.0 0.0 0.0 0.0 16.7 0.0 0.0 0.00.0 0.0ROW % 0.0100.0 0.00.0 50.0 0.00.0 0.0 50.0 0.0 0.0
HK$4,001 - 5.000 1 1 1 02 0 0 0 00 0COL. % 1.5 9.1 12.53.1 0.00.00.0 0.0 0.0 0.0 0.0ROW % 100.0 20.0 20.0 40.0 20.0 0.00.0 0.0 0.0 0.0 0.0 0.0
HK$5,001 - 8,000 01 0 10 0 00 0 00 0
0.7COL.% 0.00.0 0.0 12.5 0.00.0 0.0 0.0 0.00.00.0ROW % 100.0 0.0 0.0 0.0 100.0 0.0 0.0 0.00.0 0.0 0.0 0.0































































































TIME WKEN EL.ECTRONIC DICITAL WATCKES
WILL BE BOUGHT
FILTER• FOR THOSF INTENDING TO 8UY ELECTRONIC DIGITAL WATCHES
TIMF E.DIGITAL WATCH BE BOUGHT
BELOW 1-2 2-3 3-4 ABOVE
5 YRYRYR YRNASF1 YR
1PERSONAL MONTHLY 6 5 21226
INCOMF 10O.0 100.0 100.0 100.0 100.0 100,0
3.846.2 19.223.1 7.7100.0
0 0 02BELOW HkS700 3
11,5 16.7COL. % 0.00.0 0.016.1
33.5 0.066.7ROW % 0.0 0.0100.0
42 0HK$701 1,000 10 2
38.5 16.7COL. % 100.080.033.5
20.0 20.0ROW % 0.0 20.0100.0 40.0
0 3 0 0 0HK$1.001- 1,500
25.0 0.0COL.% 0.011.5 0.0 0.0
0.0ROW% 0.0100.0 0.0100.0
1 14 0 0HKS1,501 - 2,000
15.4 8.3 0.0 100,033.3COL.%
25.0l00.0ROW % 50.0 0.0 25,0 0.0
2 00 1 0HKS2.O01- 2.500
11,5 16,7 0.0COL. % 20.00.0 0.0
66.7ROW % 0.033.3100,0 O.0
0 0 0 0 00HK$2.50l- 3.000
0.0COAL.% 0.00.00.0 0.0 0.0
0.0 0.0ROW % 100.0 0.0 0.00.0
0 0 0 0 0HK$3,001 - 4,000
0.0COL.% 0.00.0 0.00.0 0.0
0.0ROW % 0.0 0.0100.0 0.0 0.0
1 2 0 0 0HK$4.001- 5.000 3
11,5COL. % 16, 7 0.016.1 0.0 0.0
100.0 66,7ROW % 0.00.0 0.0
NK$5.001 - 8.000 0 0 0 0 0
COL. % 0.00.0 0.0 0.0 0.0
100.0 0.0 0.0ROW % 0.0 0.0 0.0
ABOVE HK$8,000 00 0 0 0 0
COL. % 0.0 0.0 0.0 0.0 0.0


















TIME VHBN ELECTRONTC DIGITAL WATCMESWABN EIECTRONI DIGITAI
WIIL BE BOUGHT
FTITE-FIR THOSH INOSH INFFNDING TO RUY FIFCIPONIC DIGITAL WACHFS
TIMF E. DIGITAL WATDH RF ROUGHT
BFOW 1-2 2-3 3-4 ABOVE
VRBASF1 YR VF. VR YU
26PERSON MONTr11 Y 6 517 1 2
INCOME 100.0 100.0 100
.0 100.0
100. 100.0 23.1 19.2 7.73 ,8
1BELOW HK$700 1 0 0 0
COL. 11.5 0.016.7 16.7 0.00.0
100.0Pow % 66,7 0.0 0.%
HK$701-1,000 10 7 4 0
COL.% 38.5 .3 16.7 0.0 100.0
100.0POW% 20.020.0 40.0 0.0 20.0
HK$1,001-1,500 0.0 0 0
11.5 25.00.0 0.0 .0
100.0COLROW 0.0 100.0 0.0 0.00.0
4NK$1,5O1 2,0110 0I 10
15.4 7, 3CUL. 0.0 100.0 0.0
ROW% 0100.0 5.0 0.00.0 25..0
7 0HK$2,001 -2,500 1 0
11.5 0.0COL.% 16.7 0.020.0
NOW% 100.0 0.0 66.7 0.0 0.033.3
0 0 0HK$2,501-3,000 0 0 0
0.00.0 0.00.0COL. 0.0
POW 100.0 0.0 0.0 0.0 n,0
HK$3,001-4,000 0 0n 0 n
COL, 0.0 0.0n.0 O.0 0.0
W % 0.0100.0 0. 0 0.00.n
HK$4,001-5,000 3 1 nl n
11.5COL. 16.7 0.00.016.7 0.066.7POW 0.0 O O
0HK$5,001-8,000 n nn 0
0.00.0col. 0.00.0 0.0
0.00.0RUW 1000 0.0 n nn.n
ABOVE HKSP.() OO 0 n n O
0.0 0.0 0.00.0 00.












F1(TFR- FOR THOSF INTFNDTNG TO BUY ELECTRONIC DIGITAL WATCHES
PLACES FOR BUYING E.D. WATCNFS
WATCH DFPT- ELECT. SUPS- PHOTO
BASF CO. R M K I0S T O R F
PFRSONAL MONTHLY 11 0 00 926
INCUMF 100.0 100.0 100.0100.0 1 00.0 100 .0
0.0 0.00.01 00. 0 34.665.4
000BELOW H KS700 2 1• 3
11.5COL.% 11.1 0.00.0 0.011 .8
ROW% 66.1 0.033.30.0 0.0100,0
20 0HK$701- 1,000 010
38.5COL.% 0.047.1 0.0 22.2 0.0
0.020.0ROW% 80.0 0.0100.0 0.0
1 0HK$1,001- 1,500 0 2 0
0,00.0 22.2COL.% 5.9 0.01.5
66.70.0 0.0 0.0ROW% 33.3100.0
02 20 0HK$1,501- 2,000 4
15.4 0.0 0.011.8 22.2COL.% 0.0
0.050.0K0W% 100.0 0.0 50.0 0.0
2 0 01 03HK$2,001- 2.500
11.1 0.0C O L.% 11.8 0.11.5 0.0
0.0ROW% 0.0 33. 3100.0 0.0
0 0 00 0 0NK$2, 5O1- 3,000
0 .0COL.% 0.0 0.00.0 0.0 0.0
ROW % 0.0 0.0 0.0100.0 0.0 0.0
0 00 0 00HK$3,001 - 4,000
COL. % 0.00.0 0.00.0 0.0 0.0
RUW % OO.0 0.00.0 0.0 0.0 0.0
HK$4, O01- 5,000 2 0 0 013
11.5 11.8 0.0 0.0COL.% 0.011 .1
ROW % 33.3 0.00.0100.0 0.0
0 0 0 0 0 0HK$5.001 - 8,O00
0.0 0.0 0.00.0 0.0COL. % 0.0
HOW % 0.00.0 0.0100.0 0.0 0.0
0ABOVE HK$8,000 0 00 0 0
0.0 0.0 0.0 0.0













TIEE WNEN E.DIGITAL WAFCHES WILL
TIMF WHFN F. D. WATCHES WILL DOMINATE MKT.
ABOVE4-61-2 NEVER6.8 8.103-4
BASFYFARS YEARS YEARS YFARS YEARS 10 YR,
1 1610VALUE OF 020 2
100.0 100.0 100.0 1 0 0. 0 100.0 100.0 100.0 100.0STOCK
10.00,0100.0 0.0 80.00.0 5.0 5.0
0 0 00 0BELOW 50,000 0 0
0.00.0 0.00.0 0.00.0 0.00.0COL. %
100.0 0.0 0.00.0 0.0 0.0ROW % 0,0 0.0
2 10 151,000 120,000 0 00 0
10.0 0.00.0 0.0 100.0 0.0 0.0COL.% 6.2
50.0ROW % 50.00.0 0.0 0.0100.0 0.00.0
0 0 03 0121,000- 200,000 30
COL,% 15.0 0,0 0,0 0,0 0,0 0,0 0.0 18.7
0.0100.0 0.00,0 0,0 0.0 0.0 100.0ROW %
0 000 03 0 3201 ,000 300,000
COL. % 0.0 0.00.0 0.0 0.0 18.70.0
ROW % 0,0 0.0100.0 0.0 0.0 100.00.0 0.0
01 0 0 0 0 1301,000 4000,000 0
0.05.0 0.0COL. % 0.00.0 0.0 6.20.0
100.0 0.0 0, 0,0 0,0 0.0 100,00.0ROW %
0401, 000- 500, 000 0 0 33 0 00
15.0 0.0 0.0 0.0 18.70.0 0.0COL. % 0.0
0.0100.0 0.0 0.0 0,0ROW % 0.0 100.00.0
8 0 0n 1 5ABOVE 500.000 0 240.0
0.0 0.0COL. x 0.0 0.0 100,0 100.0 31.3
ROW % 0.0100.0 25.00.0 0.0 12.5 62.50.0
15.0
DCMINATE THE WATCR PKRKET
LARKE .L
NU UF FIACOOPMS AN ELECTRONIC DIGITAL
MUUK MINUIE SECOND MONIH DATF
YES NO YFS NO YES NO YES NO YES NO YES NO YES NO YES NO
154 153 1 152 2 139 15 68 86 121 33 81 73 29 125
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

































37 30 1 50 1 34 3 17 20 32 5 22 15 1 30
24.0 25.5 100.0 23.1 50.0 24.5 20.0 25.0 23.3 76.4 15.2 27.2 20.5 74.1 24.0
100.0 07.5 2.7 97.3 2.7 91.9 8.1 45.9 54.1 86.5 13.5 59.5 40.5 18.9 81.1
44 46 0 44 0 41 3 22 22 33 11 23 21 6 38
28.0 28.8 0.0 28.9 0.0 29.5 20.0 32.4 25.6 27.3 33.3 28.4 28.8 20.1 30.4
100.0 100.0 0.0 100.0 0.0 33.2 6.8 30.0 50.0 75.0 25.0 52.3 47.7 13.6 86.4
41 40 0 34 1 35 5 17 23 31 9 19 21 8 32
0 0.1 0.0 25.1 50.0 25.2 25.2 33.3 25.0 26.7 25.6
100.0 100.0 0.0 97.5 2.5 87.5 12.5 47.5 57.5 77.5 22.5 47.5 52.5 20.0 80.0
14 15 15 0 11 2 4 9 8 5 5 8 5 8
0.6 8.5 0.0 8.6 0.0 739 13.3 5.9 10.5 6.6 15.2 6.2 11.0 17.2 6.4
100.0 100.0 0.0 100.0 0.0 84.6 15.4 30.8 69.2 61.5 38.5 61.5
0.4 0 0 0 0 0 0 6 3 8 1 6 3 2 1
5.6 5.0 0.0 5.9 0.0 6.5 0.0 8.8 3.5 6.6 3.0 7.4 4.1 6.9 5.6
100.0 100.0 0.0 100.0 0.0 110.0 0.0 66.7 33.3 88.9 11.1 66.7 33.3 22.2 77.8
2 2 0 2 0 2 0 0 2 2 0 1 1 1 0 2
1.3 1.3 0.0 1.3 0.0 1.4 0.0 0.0 2.3 1.7 0.0 1.2 1.4 0.0 1.0
100.0 100.0 0.0 100.0 0.0 100.0 0.0 0.0 100.0 100.0 0.0 50.0 50.0 0.0 100.0
2 4 0 2 0 2 0 1 1 2 0 2 0 1 1
1.3 1.5 0.0 1.4 0.0 1.5 1.2 1.7 0.0 2.5 0.0 3.4 0.0
100.0 100.0 0.0 100.0 0.0 100. 0 0.0 50.0 50.0 100.0 0.0 100.0 0.0 50.0 50.0
5 5 4 5 0 4 1 1 4 4 1 3 2 0 5
4.2 4.3 0.0 3.3 0.0 2.9 0.7 1.5 4.7 3.3 5.0 3.7 2.7 0.0 4.0
100.0 100.0 0.0 100.0 0.0 80.0 20.0 20.0 80.0 80.0 20.0 60.0 40.0 0.0 100.0
1 1 0 1 0 1 0 0 1 0 1 0 1 0 1
0.0 0.0 0.0 0.7 0.0 0.7 0.0 0.0 1.2 0.0 3.0 0.0 1.4 0.0 0.8
100.0 100.0 0.0 100.0 0.0 100. 00.0 0.0 100.0 0.0 100.0 0.0 100.0 0.0 100.0
1 1 0 1 0 0 1 0 1 1 0 0 1 0 1
0.0 0.7 0.0 0.7 0.0 0.0 0.7 0.0 1.2 0.8 0.0 0.0 1.4 0.0 0.8
100.0 100.0 0.0 100.0 0.0 0.0 0.0 100.0 100.0 0.0 0.0 100.0 0.0 100.0
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TABLE 5.16
NO. OF FUNCTIONS AN ELECTROHIC
DLGITHL WATOU SHOULD FOSSESS
NO. OF FUNCTIONS SHOULD POSSESS




54 0 7 26 31 37 32 21
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




37 0 2 6 6 9 7 7
24.0 0.0 28.6 23.1 19.4 24.3 21.9 33.3




44 0 2 6 11 9 11 5
28.6 0.0 28.6 23.1 35.5 24.3 34.4 23.8
100.0 0.0 4.5 13.6 25.0 20.5 25.0 11.4
HK$ 1.001 - 1.500
COL. %
ROW %
0 0 2 7 8 11 6 6
26.0 0.0 28.6 26.9 25.8 29.7 28.7 28.6




13 0 1 3 2 3 3 1
8.4 0.0 14.3 11.5 6.5 8.1 9.4 4.8
100.0 0.0 7.7 23.1 15.4 23.1 23.1 23.1 7.7
HK$2.001 - 2.500
COL. %
0 0 0 1 1 2 4 1
5.8 0.0 0.0 3.8 3.2 5.4 12.5 4.8




2 0 0 0 1 1 0 0
1.3 0.0 0.0 0.0 3.2 2.7 0.0 0.0




2 0 0 0 0 1 0 1




5 0 0 1 2 1 1 0
3.7 0.0 0.0 3.8 6.5 2.7 3.1 0.0




1 0 0 1 0 0 0 0
0.6 0.0 0.0 3.8 0.0 0.0 0.0 0.0




1 0 0 1 0 0 0 0
0.6 0.0 0.0 3.8 0.0 0.0 0.0 0.0




ELECTRONIC DI HTAL WATOHES
PROPUCFR OF ED.WAICH PR.
WALGH ELEC. WATCH IMMAT
BASFMANUF. CO. &E.CO. ERRIAL
PERSNAI MONTI
INCOMF
154 16 34 51 52
100.0 100.0 100.0 100.0 100.0




37 4 6 13 14
24.0 23.5 17.6 25.5 26.9




44 1 9 14 14
28.6 41.2 26.5 27.5 26.9




40 5 13 12 10
26.0 29.4 38.2 23.5 19.2




13 0 4 5 4
8.4 0.0 11.8 9.8 7.7




9 0 0 4 5
5.8 0.0 0.0 7.8 9.6




2 0 1 1 0
1.3 0.0 2.9 2.0 0.0




2 0 0 1 1
1.3 0.0 0.0 2.0 1.9




5 1 1 1 2
3.2 5.9 2.9 2.0 3.8




1 0 0 0 1
0.6 0.0 0.0 0.0 1.9




1 0 0 1
0.6 0.0 0.0 0.0 1.9
100.0 0.0 0.0 0.0 100.0
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TARLE 5.19
WIILINGNESS TO APPROACH MANUFACTURERS
FOR REPAIR & MILTENANCE




PERSONAL MONTHLY 25 326
INCOMF 100.0 100.0
11.5100.0
S 0BEIOW H$S700 3
11.5COL. % 0,013.0
. UROW% 0,0100.0 00
HK%701 1,000 9 110
COL.% 39.1 33. 338. 5
ROW % 10.090.0100.0
1 1HK$1,0001 -1,500 3
11.5COL. % 8.1 33.3
33.3RUW % 66.1100.0
4 0HK1,501 -2,000 4
15.4COL. % 1794 0.0
ROW % 0.0100.0 1n00u
HK$2.001- 2,500 3
11.5COL. % 13.1'





G0COAL. % O.U o,o
RGw% O.U 0,0100.0
4 1HK$4,0001 -5,000 3
11,5COL.% 8.7 33.3
ROW % 100.0 33.3
HK$5,001-8,000 u0 0
COL, % 0.0 0.u 0.0
0.0 O.0100 ,0











RWIO OF CONSUMERS' PREFEKBLCE L E D/ L C D
RATIOF PRFFFRRFNCF FOR L F D / C n
1/4 1/3 1/2 1/1 2/1 3/1 4/1
BASE
VALUE 0F 02 0 2 1 72 53
STOCK 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
10.0100.0 10.00.0 5.0 15.035.0 25.0
BELOW 50,000 0 0 0 00n 00
0.0 0.00.0COL. % 0.0 0,0 0,0 0.0 0.0
ROW % 100.0 0.0 0.00.0 00 0.00,0 0.0
51 , - 120,000 2 0 00 20 0 0
10.0COL. % 0.00.0 0.0 0.0 40.00.0 0.0
ROW % 100.0 0.0 0.0 0.00,0 0.0 100.00.0
1121, 000 - 200,000 3 ()0 1 10 0
15.0COL. % 14.30.0 0.0 100.0 0.0 0.0 20.0
.'0ROW % 1000.0 0.0 33.3 0.0 33.3 0.0 33.3
201,000_. 300,000 03 1 200 00
15.0 50.0 0.0 0,0 0.0 28.6 0.0COL. % 0.0
ROW % 66.733.3 0.0100.0 0.0 0.0 0.0 0.0
301,000 - 400,000 1 00 10 00
5.0 0.0COL. % 0.0 0.00.0 14.3 0.0 0.0
0.0ROW % 100.0 0,0 0.0 0,0 100.0 0.0 0.0
1 03 1 00 01
15.0 0.0 0.0401, 000 - 500,00 COL. % 50.050.0 33.30.0 0.0
33.3ROW 0.0 33.3100.0 0.0 33.30.0 0.0
ABOVE 500,000 0 0 0 31 22
0.040.0 0.00,0 66,750.0 42.9 40.0COL. %
ROW %. 100.0 0. 12.5 37.5 25.0.0 25.00.0
156
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1電 子 數 字 錶 在 香 港 銷 售 之 問 題 及 機 會 　 黃 潢 輝
電 子 數 字 錶 在 一 九 七 六 年 首 次 以 新 產 品 姿 態 打 入 香 港
市 場 。 一 九 七 五 年 周 嘉 林 公 司 發 動 凌 勵 的 廣 告 攻 勢 之 前
， 很 多 人 都 不 知 道 有 電 子 數 字 錶 的 存 在 。 一 切 消 費 品 在 新
產 品 介 紹 期 內 都 會 產 生 很 多 問 題 ， 這 些 問 題 都 是 與 產 品 本
身 、 推 銷 方 法 、 定 價 和 銷 售 地 點 有 關 。 但 在 另 方 面 ， 一 種
新 產 品 亦 有 其 機 會 。 本 論 文 的 目 的 ， 在 指 出 有 關 最 終 顧 客
和 零 售 商 銷 售 電 子 數 字 錶 的 問 題 ， 同 時 指 出 製 造 商 的 市 場
機 會 。
論 文 所 研 究 的 項 目 包 括 ：
2一 、 顧 客 的 接 受 程 度
二 、 市 場 潛 力
三 、 零 售 商 的 反 應
四 、 手 錶 市 場 的 前 途
五 、 建 議 事 項
本 論 文 中 所 用 的 錶 字 ， 是 指 的 由 石 英 控 制 的 電 子 腕 錶
而 言 ， 亦 即 發 光 二 極 和 液 体 晶 電 子 數 字 ( 腕 ) 錶 。 在 香 港 ， 電
子 數 字 錶 主 要 顧 客 是 本 地 居 民 、 遊 客 、 水 客 、 出 口 商 、 批
發 商 、 代 理 商 和 零 售 商 。 其 實 所 有 機 械 式 手 錶 的 用 家 ， 都
是 電 子 數 字 錶 的 潛 在 顧 客 。 為 方 便 起 見 ， 作 者 只 把 本 地 居
民 作 為 最 終 顧 客 而 進 行 訪 問 。 此 外 ， 零 售 商 和 製 造 商 亦 別
為 研 究 對 象 。
在 香 港 銷 售 的 機 械 式 手 錶 ， 共 有 八 十 多 種 牌 子 ， 而 零
售 價 則 由 最 低 的 十 八 元 以 五 四 千 多 元 不 等 。 在 一 九 七 五 年
底 ， 市 面 的 電 子 數 字 錶 共 有 三 十 多 種 牌 子 。 現 在 電 子 數 字
錶 最 高 的 零 售 價 是 □ 米 茄 錶 的 三 千 元 ， 而 最 低 則 是 嘉 林 錶
的 一 百 二 十 八 元 。 目 前 ， 電 子 數 字 錶 的 銷 量 在 急 劇 上 昇 ，
幾 年 佔 整 個 市 場 的 百 份 之 十 ， 但 電 子 數 字 錶 的 前 途 則 難 以
估 算 。
電 子 數 字 錶 是 一 小 型 電 腦 ， 與 普 通 的 機 械 式 手 錶 不 同
4， 電 子 錶 沒 有 任 何 彈 簧 、 轉 輪 、 齒 輪 和 平 衡 桿 鍵 ， 亦 沒 有
任 何 可 移 動 和 容 易 磨 損 的 部 份 。 電 子 錶 的 振 動 頻 率 ( 每 秒 □
32,768 次 ) 是 由 一 塊 裝 在 小 □ 裏 面 □ 由 兩 塊 電 池 供 應 能 量 的
石 英 晶 體 所 □ 動 ， 所 以 能 夠 產 生 每 年 誤 差 不 超 過 六 十 秒 的
準 確 性 ， 在 本 港 發 售 的 電 子 數 字 錶 ， 省 □ 光 二 極 和 液 体 晶
兩 種 顯 示 時 間 方 式 。
電 子 數 字 錶 以 新 產 品 姿 態 與 機 械 式 手 錶 競 爭 。 在 功 能
方 面 ， 機 械 式 手 錶 只 是 一 具 沒 有 其 他 用 途 的 計 時 工 具 ， 而
電 子 數 字 錶 不 但 是 計 時 工 具 ， 而 且 是 以 測 量 配 帶 者 的 溫 度
或 脈 搏 ， 亦 是 作 為 一 部 計 算 機 ， 若 以 準 確 程 度 而 言 ， 電 子
5數 字 錶 以 數 字 來 顯 示 時 間 ， 故 與 機 械 式 手 錶 截 然 不 同 。 對
大 部 份 香 港 人 來 說 ， 這 是 一 個 新 的 觀 念 ， 機 械 式 手 錶 的 零
售 商 亦 對 電 子 數 字 錶 的 電 子 結 構 感 到 陌 生 。 所 以 不 但 顧 客
的 接 受 和 零 售 商 的 反 應 必 然 產 生 很 多 問 題 ， 而 且 可 能 還 會
有 其 他 一 些 要 經 研 究 後 才 知 道 的 問 題 。
目 前 ， 我 們 可 以 把 電 子 數 字 錶 視 為 機 械 式 手 錶 的 變 化
或 純 粹 是 一 種 電 子 產 品 ， 如 果 顧 客 仍 然 喜 歡 機 械 式 手 錶 ，
製 造 商 便 會 繼 續 出 產 機 械 式 手 錶 和 電 子 數 字 錶 。 電 子 數 字
錶 的 市 場 機 會 除 了 幫 助 機 械 式 手 錶 製 造 商 計 劃 他 們 的 產 品
發 展 外 ， 亦 可 以 幫 助 電 子 數 字 錶 製 造 商 擬 定 市 場 計 劃 。
6為 了 解 銷 售 電 子 數 字 錶 的 問 題 和 機 會 ， 作 者 曾 為 顧 客
和 零 售 商 分 別 設 計 一 份 結 構 性 問 卷 ， 作 為 個 別 訪 問 之 用 ，
此 外 ， 作 者 並 對 製 造 商 進 行 深 入 的 個 別 訪 問 。 至 於 電 子 數
字 錶 的 補 充 資 料 ， 則 從 工 商 署 、 若 干 雜 誌 ─ ─ 如 國 際 電 子
和 電 子 時 代 等 － － □ 來 。 這 次 研 究 的 限 制 ， 主 要 是 由 於 時
間 和 金 錢 的 不 足 ， 故 不 能 探 討 所 有 的 問 題 和 機 會 。 加 以 所
收 集 的 都 是 意 見 資 料 ， 未 必 能 代 表 被 訪 者 的 真 正 計 劃 ， 只
能 代 表 被 問 時 的 想 法 。
現 將 在 香 港 銷 售 電 子 數 字 錶 所 遇 □ 的 重 要 問 題 逐 一 分
析 ：
7一 、 電 子 數 字 錶 的 缺 點 ：
(a) 表 殼 不 但 體 積 大 ， 而 且 又 重 又 厚 ， 原 因 是 電 池 既 大 而
重 ， 加 上 為 節 省 能 源 而 顯 示 時 間 的 放 大 膠 片 ， 厚 度 相 差
達 3.5 毫 米 。
(b)
□ 光 二 極 電 子 數 字 錶 以 紅 光 顯 示 時 間 ， 但 大 多 數 顧 客
都 喜 歡 綠 色 ， 欲 大 量 生 產 以 綠 光 顯 示 時 間 的 電 子 數 字
錶 ， 須 在 兩 年 後 才 □ 實 現 。
(c) □ 光 二 極 電 子 數 字 錶 看 時 間 時 一 定 要 按 鈕 ， 但 在 駕 車
或 與 朋 友 傾 談 時 ， 按 鈕 即 □ □ 能 或 不 方 便 。
(d) 更 換 電 池 的 不 便 － － □ 光 二 極 和 液 體 晶 電 子 數 字 錶 的
8電 池 必 須 每 年 更 換 一 次 ， 每 次 更 換 電 池 需 費 十 元 ， 且
需 時 一 星 期
(e) 在 猛 烈 陽 光 和 黑 暗 環 境 下 都 不 能 查 看 時 間 － － 我 們 很
難 在 猛 烈 的 陽 光 下 看 □ □ 光 二 極 電 子 數 字 錶 顯 示 的 時
間 ， 而 在 黑 暗 的 環 境 中 ， 我 們 亦 不 能 看 見 液 體 晶 電 子
數 字 錶 的 時 間 。
(f) 液 體 晶 壽 命 短 促 － － 液 體 晶 電 子 數 字 錶 的 液 體 晶 只 有
兩 年 壽 命 ， 顯 示 出 來 的 時 間 一 旦 不 清 楚 時 ， 便 必 須 更
換 液 體 晶 ， 需 費 二 十 元 和 一 星 期 時 間 。
二 、 保 養 和 修 理 服 務 ：
9當 電 子 數 字 錶 遭 受 損 壞 時 ， 一 定 要 變 回 製 造 商 修 理 ，
因 為 只 有 製 造 商 才 有 必 要 的 設 備 和 電 子 技 術 。 由 於 零 售 商
不 能 修 理 電 子 數 字 錶 ， 故 除 非 需 求 大 和 利 潤 高 ， 否 則 他 們
並 不 願 意 出 售 電 子 數 字 錶 。 此 外 ， 經 常 有 電 子 數 字 錶 的 顧
客 向 零 售 商 埋 怨 修 理 需 時 太 久 。
三 、 電 子 數 字 錶 的 售 價 顯 著 地 急 劇 下 降 ：
主 要 是 因 為 錶 內 的 價 格 急 劇 下 降 ， 於 是 零 售 商 便 不 會
冒 險 去 儲 藏 大 量 電 子 數 字 錶 ， 一 些 顧 客 認 為 較 低 的 價 錢 是
質 劣 的 表 示 。
四 、 付 款 給 製 造 商 、 批 發 商 或 代 理 商 的 限 期 ， 對 零 售 商 不
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利 ：
由 於 電 子 數 字 錶 的 售 價 正 不 斷 下 降 ， 零 售 商 要 以 現 金
付 款 或 最 多 于 賒 帳 十 天 ， 因 為 手 頭 的 現 金 有 限 ， 零 售 商 不
能 有 大 量 的 電 子 數 字 錶 出 售 。
五 ： 與 機 械 式 手 錶 強 烈 競 爭 ：
目 前 鐘 錶 市 場 有 百 份 之 九 十 仍 是 由 機 械 式 手 錶 所 佔
機 械 式 手 錶 製 造 商 有 組 織 良 好 的 推 銷 人 員 ， 持 續 的 推 廣 業
務 計 劃 、 總 □ 銷 、 陳 列 寶 、 給 予 零 售 商 較 長 的 付 款 期 限 和
廣 告 津 貼 。 而 電 子 數 字 錶 製 造 商 則 沒 有 經 驗 ， 且 因 為 經 濟
情 況 經 常 不 好 ， 故 亦 缺 失 推 廣 業 務 的 計 劃 。
11
六 、 很 少 人 知 道 準 確 程 度 ：
潛 在 顧 客 並 不 知 道 電 子 數 字 錶 較 機 械 式 手 錶 遠 為 準 確
。 每 月 快 慢 五 秒 的 絕 對 準 確 程 度 表 未 能 普 遍 為 人 所 知 。
七 、 選 擇 一 個 理 想 錶 名 的 困 難 ：
電 子 製 造 商 愛 用 本 身 的 名 字 作 為 電 子 數 字 錶 的 牌 子 ，
而 通 常 這 些 名 字 都 不 譯 成 中 文 ， 故 無 法 在 顧 客 心 目 中 建 立
牌 名 認 識 和 形 象 。
八 、 出 售 電 子 數 字 錶 的 利 潤 不 高
機 械 式 手 錶 與 電 子 數 字 錶 原 價 與 售 價 的 差 額 大 □ 相 同
， 但 機 械 式 手 錶 的 售 價 比 電 子 數 字 錶 的 售 價 高 ， 故 零 售 商
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比 較 喜 歡 出 售 機 械 式 手 錶 。
九 、 零 售 商 不 信 任 電 子 數 字 錶 製 造 商 ：
電 子 數 字 錶 製 造 商 通 常 都 是 電 子 製 造 商 ， 如 果 電 子 數
字 錶 的 銷 路 不 好 ， 他 們 可 以 轉 列 其 他 生 產 路 綫 ， 但 有 些 可
能 會 破 產 。 由 於 零 售 商 要 靠 這 些 製 造 商 修 理 電 子 數 字 錶 ，
故 如 果 製 造 商 停 業 ， 將 □ 零 售 商 對 製 造 商 失 去 信 心 。
十 、 沒 有 總 經 銷 ：
因 為 沒 有 總 經 銷 ， 零 售 商 火 顯 出 售 藉 藉 無 名 的 電 子 數
字 錶 ， 故 很 難 □ 售 價 一 □ 。
明 白 了 銷 售 電 子 數 字 錶 的 問 題 後 ， 下 面 將 轉 向 討 論 機
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會 方 面 。
一 、 根 據 香 港 人 口 預 測 ， 估 計 未 來 五 年 的 電 子 數 字 錶 的 本
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二 、 市 場 預 測 ：



























據 以 上 的 預 測 顯 示 ， 一 九 七 七 年 的 銷 量 最 高 ， 但 仍 顯
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令 人 失 望 。 據 一 位 電 子 錶 之 市 場 經 理 預 料 ， 每 月 本 地 人 、
遊 客 和 貿 易 行 共 購 買 一 萬 雙 電 子 數 字 錶 ， 總 值 二 百 萬 元 。
三 、 電 子 數 字 錶 的 市 場 □ 額 ：
這 是 根 據 零 售 商 調 查 作 出 的 估 計 ， 如 果 以 銷 售 量 來 算
7.9%
四 、 電 子 數 字 錶 有 各 種 不 同 的 用 途 ：
電 子 數 字 錶 除 了 作 為 計 時 工 具 外 ， 亦 可 以 作 為 計 秒 表
和 計 算 機 。
五 、 電 子 儀 器 音 響 公 司 亦 是 電 子 錶 最 佳 的 零 售 銷 路 之 一 ：
依 重 要 性 排 列 ， 電 子 數 字 錶 的 零 售 對 □ 是 鐘 錶 公 司 ，
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電 子 公 司 、 百 貨 公 司 、 攝 影 器 材 公 司 和 珠 寶 公 司 。
六 、 電 子 數 字 錶 將 在 一 兩 年 內 流 行 ：
據 製 造 商 調 查 顯 示 ， 電 子 數 字 錶 將 有 前 途 ， 可 在 一 兩
年 內 流 行 和 受 □ 更 多 顧 客 接 受 ， 這 正 符 合 市 場 預 測 指 出 一
九 七 七 年 將 有 最 大 的 銷 量 。
七 、 顧 客 最 喜 歡 有 五 種 功 能 的 電 子 數 字 錶 ：
雖 然 一 隻 電 子 數 子 錶 可 以 有 三 至 七 種 功 能 ， 但 大 部 份
被 訪 問 者 都 喜 歡 有 五 種 功 能 的 電 子 數 字 錶 ， 該 五 種 功 能 是
時 、 分 、 秒 、 日 和 星 期 。
八 、 有 理 想 的 電 子 數 字 錶 製 造 商 ：
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如 果 手 錶 製 造 商 與 電 子 製 造 商 合 作 ， 將 會 製 造 出 最 好
的 電 子 數 字 錶 。
九 、 顧 客 願 意 直 接 找 製 造 商 修 理 ：
這 可 以 為 一 些 零 售 商 解 決 修 理 和 保 養 的 問 題 。
十 、 顧 客 比 較 喜 歡 液 體 晶 電 子 數 字 錶 ：
雖 然 發 光 二 極 電 子 數 字 錶 售 價 低 廉 ， 但 實 際 上 顧 客 喜
歡 液 體 晶 電 子 數 字 錶 ， 如 果 液 體 晶 電 子 數 字 錶 能 以 較 低 價
格 出 售 ， 是 能 有 一 定 的 市 場 的 。
下 列 的 建 議 ， 是 根 據 上 述 諸 問 題 和 機 會 而 提 供 的 。
一 、 產 品 政 策 ：
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生 產 發 光 二 極 電 子 數 字 錶 較 為 化 算 ， 因 為 生 產 成 本 低
， 故 零 售 價 亦 低 ， 製 造 商 不 應 生 產 液 體 晶 電 子 數 字 錶 ， 除
非 他 們 能 夠 延 長 液 體 晶 的 壽 命 。 在 功 能 方 面 ， 電 子 數 字 錶
應 該 集 中 生 產 有 時 、 分 、 秒 、 日 和 星 期 五 種 功 能 的 電 子 錶
。
二 、 保 養 和 修 理 服 務 ：
短 期 方 面 ， 應 該 成 立 服 務 中 心 或 收 集 中 心 。 長 期 方 面
， 零 售 商 應 該 學 習 修 理 電 子 數 字 錶 。
三 、 銷 售 地 點 ：
除 鐘 錶 公 司 外 ， 應 該 邀 請 計 算 機 、 身 歷 聲 音 响 器 材 和
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電 視 等 電 子 產 品 的 公 司 ， 作 為 電 子 數 字 錶 的 零 售 地 點 。
四 、 定 價 ：
製 造 商 與 零 售 商 之 間 一 定 要 達 成 協 議 ， 以 確 保 零 售 價
格 的 一 致 。
五 、 推 廣 業 務 ：
應 該 給 予 零 售 商 陳 列 津 貼 和 廣 告 津 貼 ， 在 多 種 媒 介 安
排 定 期 廣 告 ， 不 但 一 定 要 把 錶 名 譯 成 中 文 ， 以 便 能 在 顧 客
方 面 建 立 對 牌 子 的 認 識 和 愛 好 ， 而 且 一 定 要 指 出 電 子 數 字
錶 和 機 械 式 手 錶 的 不 用 準 確 程 度 ， 更 要 指 出 □ 產 品 如 何 以
及 為 何 能 滿 足 顧 客 的 需 要 。
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六 、 成 立 陳 列 室 及 組 織 協 會 ：
電 子 數 字 錶 製 造 商 應 該 聯 合 設 立 一 陳 列 室 ， 以 陳 列 多
種 不 同 牌 子 的 電 子 數 字 錶 ， 以 便 潛 在 的 顧 客 知 道 電 子 數 字
錶 的 各 種 用 途 、 未 來 發 展 、 以 及 較 機 械 式 手 錶 優 勝 的 地 方
。 最 後 ， 應 該 成 立 電 子 數 字 錶 製 造 商 協 會 ， 以 推 廣 電 子 數
字 錶 在 本 港 的 業 務 。


